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smith 


General superintendent 


“Mr. Smiths” in the coal mining in- 


dustry ... and they can’t be classified 
under any specific job function or title. 
Some are company presidents. Some 
are superintendents. Some are engi- 
neers. Others are foremen. The only 
thing they have in common is that 
they don’t read any industry publica- 
tions. Their reasons for not reading 
range from “Too busy” to “Too old,” 


but whatever the reason . . . they just 


don’t read. 


Coal lye 





There are a considerable number of 








None of these “Mr. Smiths” receive 
COAL AGE. Non-readers will not pay 
for asubscription. COAL AGE’s Audit 
Bureau of Circulations statement con- 


tains no “Mr. Smiths.” 


That’s one of the reasons why 131 
companies and their agencies selected 
COAL AGE exclusively in 1954. They 
know that it goes only to men who are 
prospective readers for their adver- 


tisements. No ‘Mr. Smiths.”’ 


A McGraw-Hill Publication, @ 


330 West 42nd St., New York 36, N. Y. 


AB 















A board of judges—experts in their field 
~~ select MISS AMERICA from a group 
of beautiful and talented young women. 










picked by the experts 






With equal care, industrial experts select the men in 
their fields to receive FRANCHISE CIRCULATION 
es publications. 





These experts are local franchised distributors and 
wholesalers -— their salesmen know the men who 
have real buying authority because their livelihood 
depends on selling these men. These are the men who 
receive FRANCHISE CIRCULATION magazines 
‘and your advertising therefore reaches a handpicked 
audience — known buyers of your products or 
services. No other method of circulation can give 
such selective readership! 








FRANCHISE CIRCULATION 







Flow Commercial Refrigeration 
Write for booklet “How Franchise Circulatiop Operates” Flow’s Material Handling & Air Conditioning 
THE INDUSTRIAL PUBLISHING GROUP __ lilvstrated Applied Hydraulics 
1240 Ontario Street © Cleveland 13, Ohio Industry & Welding Occupational Hazards 






Welding Illustrated Precision Metal Molding 
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IT PAYS TO 
ADVERTISE WHERE 


PROSPECTIVE BUYERS 





OF YOUR 


- PRODUCT LOOK FOR 





YOUR ADVERTISING 


PLACED WITH THE HELP OF 


11,322 B 49293 1,608 
ADVERTISERS ADVERTISEMENTS AGENCIES 


in the 
1955 Edition 





Your T.R. representative can show you how your company 
will profit from product descriptive advertising in Thomas 


Register. Write Thomas Publishing Company, 461 Eighth 
@ Avenue, New York 1, N. Y. for address of representative 


in your area, or, look in Volume IV of T.R. for his address. 


THOMAS REGISTER 
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(Advertisement) 


_ Increase To 
892,356,000 Tons 


AGGREGATE 


Yearly Requirements Over 
150% Greater Than in 1954 


1955 1956 1957 1958 


PROJECTED AGGREGATE REQUIREMENTS FOR HIGHWAYS ALONE 


Figures given are for 


production required for the Highway Program alone. Total aggregate production will approach 1-'/, 


aggregate 
bilion tons. Figures taken from A. T. Goldbeck, Engineering Director, report to National Crushed Stone Association and A. R. B. A. Special 


Report on Program. 


What $101 billion worth of 


highway building means 


fo you... 


How much is 101 billion doliars? Even to the most vivid imagination 
it is an infinite amount. When used to describe the highway build- 
ing program of the next ten years, it conjures pictures of construc- 
tion activity such as the world has never seen. It assures a healthy 
sales and growth picture for the thousands of manufacturers in- 
terested in this field. It promises employment for hundreds of ad- 
ditional thousands of persons required to implement the program 
in all its aspects. The Program will consume more aggregate dur- 
ing its peak period than has ever been consumed before by the 
entire construction industry (See chart above). Portland Cement re- 
quirements also become almost beyond imagination. The Program 
will call for over 160 million barrels exclusive of that needed for 
the increased quantities of precast products such as culverts, pipe, 
etc. (See chart at right). 
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By Rock Products Magazine 
309 W. Jackson Bivd. 
Chicago 6, Illinois 


PRESIDENT EISENHOWER'S !@I billion 
dollar, ten-year highway construction pro- 
gram faces up to the facts. Regardless of 
what action may be taken by this Congress, 
@ program of this magnitude is bound to 
materialize because of the needs of a grow- 
ing population and long-neglected highway 


improvements and expansion. 


As estimated by the American Road Build- 
er's Association, the all-encompassing proj- 
ect will require a minimum of four years 
to reach peak activity. It will continue at 
an | 1-billion-dollar-per-year basis until com- 
pletion. Prodigious demands upon manu- 
facturers of all kinds of supplies and equip- 


ment are already indicated. While produc- 





















































4 Years of 
Expansion to Peak 
Requirement 


(Advertisement) 


Period 


PROJECTED PORTLAND CEMENT REQUIREMENTS FOR HIGHWAYS ALONE 





PORTLAND 
CEMENT 


Yearly Requirements 
Over 150% Greater 


Than in 1954 








While some increase in Portland Cement production is possible from present plant facilities, and new plant building of 20 million barrel 
capacity is being planned, an additional 80 million barrels of production capacity will be needed for peak years if consumption by 
non-highway users is continued at present levels. By 1959, total cement capacity will be increased to an indicated 407 million barrels 


annually. 


tive capacity in many instances is capable 
of meeting the demand, the materials pro- 
ducers on the other hand, face a certain 


period of expansion to new record highs. 


Busy — and Buying... 

No other segment of industry will be so 
vastly effected as the non-metallic minerals 
producers, among whom Rock Products 
reaches over 90% of the buying power with 
paid-for subscriptions. These busy men will 
continue to look to Rock Products’ author- 
itative editorial columns for everything from 
last minute and pertinent news flashes to 
probing, cogent feature articles relating 
specific industry activities to the broad 10! 


billion dollar picture. 


And they'll be buying! Increasing produc- 
tion will call for more of everything from 
belt conveyors to storage bins, compressors 


to rock bits. And as in the past, advertisers 


in Rock Products will catch their prospects’ 


eyes during their most receptive periods. 


Obviously, anyone who has an interest in 
selling to those who produce and distribute 
aggregates and cement, should point their 
plans toward what is in effect, a brand-new 


frontier in sales. But above all... 


Make No Little Plans .. . 

For when you think of 10! billion dollars 
you have to think BIG if you want to get 
your share. Along with gearing production 
and sales plans, gear your advertising plans 
in Rock Products accordingly. For Rock 
Pro“ucts can bring your messages to those 
who will be the heartbeat of this program — 
the largest circulation of any magazine in 
the industry; the only all-paid circulation 
of any magazine in the industry; subscrib- 
ers who pay for the privilege of receiving 
Rock Products and renew their subscriptions 
at the highest rate of any magazine in the 


industry. 








Leader in the industry, Rock Products’ circula- 
tion is at the new high of 17,181 all-paid with 
a current renewal rate of 85% +. For market 
breakdowns and job classifications, consult 
your ABC statements and your Rock Products 
representative . . A Maclean-Hunter Publica- 
tion... New York... Cleveland... Chi- 
cago... San Francisco . . . Los Angeles . . 


London . . . Germany. 
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for dollar 


4 


Chemical } 
Engineering 4 
Progress 
delivers more 
Chemical 
Engineers in 
responsible 
charge than 

any other 
publication 
serving the 
chemical process 
industries. 


Chemical Ss) 
Engineering 
@ Progress 


Published exclusively for Chemical Engineers 
by American Institute of Chemical Engineers 


25 West 45th Street, New York 36, N. Y. 


Remember... 
f the engineer is educated 
to specify and buy! 


e SI 
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letters 


to the 





Editor 
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= Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


® TO THE EDITOR . . In your January 
issue, in a news article titled “Con- 
over Blasts Mass Media,” you re- 
ported a speech made at a meeting 
of the Chicago Business Publica- 
tions Association by Harvey Con- 
over, president of Conover-Mast 
Publications. 

In his admonishment of the trade 
press for having permitted “general 
magazines to move ‘bag and bag- 
gage’ into the industrial market,” 
Mr. Conover alleged that they (the 
general magazines) have accom- 
plished this feat “without giving 
any data on occupations and buying 
influence of their readers.” One of 
the reasons suggested for this growth 
of general magazines in the indus- 
trial field was that “some manage- 
ment heads ‘can’t resist’ building up 
their own egos”; that “the desire to 
be known to all and sundry is 
powerful.” 

Certainly U. S. Steel, Timken 
Roller Bearing, Caterpillar Tractor, 
Manning, Maxwell & Moore and a 
host of other serious advertisers 
cannot be classified as mere indus- 
trial show-offs. And if Mr. Con- 
over’s “bag and baggage movement” 
is any indication, it would seem 
that a rapidly growing list of manu- 
facturers are building for the day 
when they too will be as well known 
by “all and sundry” as are the 
recognized leaders in their fields 
today . . the long-time general maga- 
zine advertisers. 

Another factor affecting the selec- 
tion of general magazines as indus- 
trial media is, according to Mr. 


Conover, the fact that top execu- 
tives “fall easy prey to general mag- 
azines’ space salesmen because of 
their complete ignorance of space 
buying.” He also states that it has 
been “proven again and again that 
buying influence is concentrated 
among small groups of executives.” 

Perhaps it might be interesting 
to IM readers to know . . at least 
to those who don’t already know 
it .. that one of the magazines men- 
tioned by Mr. Conover, The Satur- 
day Evening Post, has spent many 
the data 
says are not 


years gathering exactly 
which Mr. Conover 
available. 

A few of these were outlined by 


’ Donald M. Hobart, vice-president in 


charge of research for the Curtis 
Publishing Co., in a speech at a 
meeting of the Eastern Industrial 
Advertisers. Mr. Hobart pointed out 
that the Post offers 
breakdown of its readers by census 
occupation and industry groups. He 
mentioned that in the past five 
years the Post has conducted four 
separate surveys to determine the 
magazine reading. and the extent 
and type of buying influence ex- 
erted by personnel in business and 
industry. Also that the 
done by Curtis in the industrial 
market indicates that buying influ- 
ence extends far beyond the “small 
group of executives” to which Mr. 
Conover imputes all power of de- 
cision. 

The Post believes in trade adver- 
tising, uses it extensively . . and 
advertises currently in 33 trade 


Continued on page 10 


a complete 


research 









Again, depend on PRODUCTS FINISHING 
¢ 


e to the 


Y LAS 


to take your mess 


4 
a 


A.E.S. Show (and the "No Shows”, too!) 


4 
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BIGGER THAN EVER... 


American Electroplaters’ Society, + 
4th Industrial Finishing Exposition : 
and 42nd et ; 


ie: 
Py 
June 20 - 23 


Cleveland, / 


Yf 


Uf, / Be sure your sales message is seen in the June issue of 
’ PRODUCTS FINISHING, where it will share space 
with the finishing industry’s most eagerly read news. 


Those who attend will use PRODUCTS FINISHING 

as a guide to the show. Those who do not, can see 
the meeting through the eyes of the finishing 
industry's leading publication. Featured in the 

June issue will be: summaries of technical papers, 

list of exhibitors and booth numbers, schedule of 
proceedings, previews of meetings and equipment on 
exhibit . . . complete coverage of the show. 


More than ever, PRODUCTS FINISHING is a best 
advertising buy . . . more worthwhile circulation at 
lowest cost . . . largest circulation in the metal 
products finishing field . . . addressed to the men 
who specify and buy the products you sell. 


The June issue gives you extra circulation distributed 
at the A.E.S. meetings and exhibition plus exceptionally 
high interest and readership for every copy. 

Put your advertising story before PRODUCTS 
FINISHING‘s readers . . . at the show and at home... 
for maximum results! Regular rates apply; 

closing May 15, make your reservation now! 


PRODUCTS FINISHING 
: 431 MAIN STREET @ CINCINNATI 2, OHIO 
| GARDNER PUBLICATIONS, INC. . . . also publishers of MODERN MACHINE SHOP 
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the average plant will 











This expenditure is not just a guess! It’s an actual fact! It 
is based upon an authoritative industry-wide survey made 
by the Editors of AUTOMATION Magazine. 


This survey shows for the first time the extent of indus- 
try’s immediate plans for making operations more automatic. It 
dispels any idea that this market is only for the future 


From the actual figures given by 921 plants the study 
indicates that plants of all sizes are shopping this year for 
over five billion dollars worth of equipment and components to 
help make operations more automatic. 


If you’ve got something that contributes toward making 
any Operation more automatic, you’ve got yourself a tre- 
mendous market... and you’ve got it RIGHT NOW. 


If you want to talk to this market quickly and effectively, 
there is only one publication that provides a direct line of 


right 
now... 
Tr 
1955! 


$378,000 for automatic equipment! 


this hefty amount represents the average expenditure... 





by all sizes of plants 





in all types of industry 





for all types of automatic equipment 





fast communication. That publication is AUTOMATION... 
the magazine of automatic operations. Here is your quick- 
est way to reach, and sell, this current five-billion dollar 
market. Here’s a tremendous opportunity that justifies a 
real zmpact schedule in AUTOMATION in 1955. 


This newly compiled “Analysis of Industry’s Spending 
Plans for More Automatic Operation” presents a break- 
down of general equipment planned, and specific types to 
be used, in small, medium and large-production plants. 
Your AUTOMATION representative will be glad to show you 
this analysis, or send us your request direct. 


OOWOOOwWoOo 


A Penton Publication 
Penton Building, Cleveland 13, Ohio 


there is only one AUTOMATION magazine * 











hut different! 


The PACKAGING family is a big one 
—but how different its important mem- 
bers! Doll makers need packages—so do 
heavy-chemical manufacturers; but the 
former is strongly sales-slanted in his 
packaging needs and purchases, the lat- 
ter mainly preoccupied with protection. 


PACKAGING has grown too big for one 
magazine to deal adequately with both 
consumer and industrial interests and 
needs—-and the INDUSTRIAL segment 
is too important for one-handed sales 
attention and promotion. That’s why 
a different magazine had to be born— 
and why it has met with such a warm 
welcome by its carefully selected readers. 








If you can sell anything on the list below, 
there’s a big potential payoff for your 
advertising in the pages of 


industrial Packaging 


BAGS @ DRUMS & PAILS @ CORRUGATED 
CONTAINERS @ WIREBOUND & NAILED 
BOXES & CRATES @ CLEATED FIBRE BOXES @ 
PLYWOOD CONTAINERS @ CARBOYS e CASE 
LINERS @ BARRIER MATERIALS @ VPI PAPERS 
@ WET STRENGTH & REINFORCED PAPER e@ 





FLEXIBLE CORRUGATED PAPER @ COATED | 


PAPER @ MACHINERY @ RUST PREVENTA- 

TIVES @ PROTECTIVE COATINGS e DESSI- 

CANTS & DEHYDRATING AGENTS e INTERIOR 

BRACING e@ TAGS, TAPES, STRAPPING, STA- 

PLING EQUIPMENT & OTHER ACCESSORIES 
* 


Send for a copy and complete data about 
INDUSTRIAL PACKAGING—a sister publi- 


cation to PACKAGING PARADE, the News | 


Magazine of Consumer Packaging. 
* 
HAYWOOD PUBLISHING COMPANY 


22 EAST HURON ST., 
CHICAGO 11, ILL. 
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| letters « e« begins on p. 6 


magazines for an _ annual _ total 
| of 332 pages. Our only wish is to 
keep the record straight and to let 


| it be known that ali our research 


in this direction is available to any- 


| one who would like to know some 
| of the real reasons why industrial 
| manufacturers have found it sound 


| business to advertise in “general” 


magazines. 
ROBERT G. IVES 
Manager, Industrial Promotion 
Division, The Saturday Eve- 
ning Post, Philadelphia 


Stanley asserts paid-vs-free 
fight may weaken business press 
® TO THE EDITOR . . On page 66 of 


| your January issue, the president of 


Associated Business Publications in 
his piece on “How 1955 Looks to 
Me” insists that the “paid-vs-free” 
controversy is to continue. 


To substantiate his hope, he pre- 
sents one paragraph that is a little 
difficult to digest: 


“This genuinely remarkable process of 
upgrading stems, quite largely from com- 
within the business 


petitive influences, 


press . . from the ‘infighting’ in separate 
itis!ds, and froin the broader clash in pub- 
lishing ideologies (ho-hum, paid and free, 
et al). This competition will continue at a 
lively pace. And advertisers should shout 
for the 


supremely obvious reason that it is stimu- 


approval and encouragement. . 


lating and forging a better and better and 
better advertising medium.” 


In any competitive picture, the 
weak publications will get weaker 
and the ones that are on top will 
get stronger and survive, and it 
doesn’t take any infighting among 
them to bring that about. 

The battle is today and will in 
the future be more pronounced 


| among media than within media. . 


that is, TV vs. general magazines; 
radio vs. TV; general magazines vs. 
business papers, etc. Anyone who is 
on the sales firing line knows that 
better than anyone. 

What that infighting ABP’s presi- 
dent talks about will accomplish in- 
stead of what he thinks it will is 


that it will weaken all those in- 


fighting (and it is the advertisers 
and agencies who are the real bosses 
not the paid books or the 
free ones). The infighters might be 
weakened to the point where those 


here . . 


“out-fighting”’ the business press 
(paid and controlled) . . the general 
magazines, etc., do the “down-grad- 
ing” instead of “up-grading” that 
Mr. Beard talks about. 

Opposite Mr. Beard’s | this-is- 
what-I-hope-for-in-1955 is Harvey 
Conover’s “How-1955-looks—to—me” 
piece, and he sticks to business paper 
“knitting.” He talks about the ex- 
panding markets. Mr. Conover, it is 
needless to say, is chairman of the 
National Business Publications. 

On page 4 of the same January 
issue, Mr. Conover makes this state- 
ment: 


have moved 
the 
market, and it’s time business publications 


The 
‘bag and 


general magazines 


baggage’ into industrial 
did something to meet this competition. 
But 


practically nothing to meet this competi 


business publications have done 


tion. Instead they continue to compete with 


each other. 


Thank heavens, the advertisers 
and agencies are the real “bosses” 
of the publishing business (as well 
as the readers). As long as the read- 
ers read and the same readers buy, 
let’s quit the “infighting” Mr. Beard 
wants and let’s join together a united 
business press in America . . pour 
our energies into “outfighting” . . the 
fighting for our position against 
other media which would just as 
soon have a monopoly or put all 
business papers (paid and free) out 
of business. 

EMIL G. STANLEY 

Publisher, Transportation Sup- 

ply News, Chicago, and a di- 

rector of National Business 

Publications. 


Who includes office rent, 
depreciation in ad budget? 

® TO THE EDITOR . . I read with in- 
terest your article “Manufacturers 
Spend 3.1% of Sales on Advertising 
in 1955” (IM, Jan.). 

In arriving at these various per 
cent of sales figures the thought oc- 
curred to me, is there any consist- 
ency as to what is included in the 
advertising budget? For instance, 
some companies might arrive at 

Continued on page 12 






by every measure 
THE CHOICE in the 
‘ndustrial-large building 


Customer activity —a reliable guide always. ‘n Publications, f00, 


Continued customer activity —an indicator of value received. 
Expanding customer activity-—a promise of successful results. 


Check through the pages of HEATING, PIPING & AIR CONDI- 
TIONING and you'll see clearly recorded one of the several 
reasons why this is THE publication to carry your product story. 
Year after year HP&AC has more advertisers than any other 


magazine in its field. And our ‘‘customer”’ list keeps growing! 


In addition, more companies which concentrate their advertising to 
the industrial-large building market in a single publication choose 
HP&AC. Another significant index! 

If your sales goal is the engineers and contractors who purchase- 
control the requirements of this dynamic industry, the course is well 
charted for you. Concentrate in HP&AC—the leader in number of 


advertisers, number of exclusive accounts, and advertising volume. 


You're invited to call on our nearest office to prove these and 


our other points of leadership indicated below. 


KEENEY PUBLISHING oN. Michigan, Chicago 


AIR CONDITIONING HEADQUARTERS Gf 


NEW YORK: 1734 Grand Central Terminal CLEVELAND HEIGHTS: 3734 Woodridge Rd. LOS ANGLES: 672 S. LaFayette Pork Place 


—— 
} ist in Reader Preference 


Year in, year out, HP&AC has a high renewal 
rate. Subscribers rely on it as ‘‘the field's 
authority in print." 


HP&AC has the greatest editorial content. 
Carries monthly Journal of American Society 
of Heating and Air-Conditioning Engineers. 


———— par OUT 
| Ist in Advertising Volume 
ae HP&AC carries more pages of advertising. 


Significant is the steady growth in this re- 
spect, too. 


Not only does HP&AC deliver the most circu- 
lation, it is the only FULLY paid (ABC) circula- 
tion magazine in its field. 
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APPLIANCE 
MANUFACTURER 


Gives‘em the business! 


Listen to what a leading manufacturer* for 
the appliance industry says: 
| days after publication we re- 
ace an inquiry from a very prominent 
manufacturer.” 
. the first we had had from him.” 
. . . two weeks later received his first 
order!" 
. « amounting to MORE THAN FIFTY 
TIMES THE DOLLARS AND CENTS SPENT ON 
SPACE AND PRODUCTION COSTS!’ 


*name on request 


APPLIANCE MANUFACTURER | 
CAN GIVE YOU THE BUSINESS | 
TOO, IF YOU SELL... 


v insulation 

plastics 

custom stampings 

die castings 

name plates 

heat control equipment 

appliance accessories 

electric motors 

electrical heating elements 

hardware and trim 

castings and forgings 

electrical components 

finishings equipment and 
supplies 

shipping containers 

raw materials 

plant equipment 

sheet metal fabricating 
equipment 

materials handling equipment 

fasteners 

ceramic insulation 

wire goods 

glass components 

moulded rubber goods 


-&2SR BE & S| 
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APPLIANCE 
MANUFACTURER 


201 N. WELLS STREET, CHICAGO 6, ILL 


PHONE: STate 2-4121 
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their per cent of sales figure by in- 
cluding only direct advertising ex- 
penses, while another company 
might include any expense that 


| could be charged to the advertising 
| function. 


In our company the advertising 
budget includes, in addition to the 
space advertising, literature, photo- 
graphs, etc., all charges for station- 
ery, travel, telephone, office rent, 
company house organ, furniture and 
depreciation so that we come up 
with a relatively high per cent of 
sales figure. In some companies I 
know that they only included the 
direct advertising expenses and not 
overhead or maintenance. What sort 
of a standard was set up for figuring 
the per cent of sales allocations as 
covered in your article? 

Another interesting aspect of your 


| study was the 6% of sales spent on 


| 


| advertising by manufacturers of 
| forced air heating equipment. One 
of our diversified activities includes 
| the manufacture and sale of such 
| equipment, but our advertising ex- 
penditure is nowhere near that 
figure. As a rule our per cent of 
sales figure averages around 24% 
and that includes everything down 
to paper clips. I would be interested 
to know what type of companies are 


| included in this forced air heating 
| equipment estimation. 


I have been watching these studies 
for some years now and consider 
them very useful in determining 


| whether or not you are heading in 





the right direction advertising-wise. 
I do, however, feel that unless some 
sort of a standard is set up and 
maintained the figures can be some- 
what misleading. 
R. E. HOIERMAN 

Advertising Manager, Machin- 

ery Div., Dravo Corp., Pitts- 
burgh 


Spread out ads? That's 
mere ‘egregious speciousness’ 
® TO THE EDITOR . . This is a belated 
answer to the question on page 56 of 
your November issue, asking for 
reader opinion on the exchange be- 
tween Roy Eastman and James 
Brown. Here’s mine. 

As usual, I read Roy Eastman’s 


words with reverent respect for his 
handsome use of the noble English 
sentence. Moreover, I felt his logic 
unassailable in presenting the case 
for bunching ads. 

In reading Mr. Brown’s somewhat 
lame reply, I was struck by the 
egregious speciousness of his state- 
ment that “the only publications in 
which we can expect the reader to 
look for any purposely read adver- 
tising are the catalogs which are 
printed for that specific purpose.” 
This simply isn’t true, and it’s time 
advertisers got wise to it. I often 
leaf through The Saturday Evening 
Post, Fortune and Time, to look at 
the ads before even consulting the 
contents page. I’m sure other people 
do also. 

Then, there is another point. As- 
suming I am an unusual reader, and 
granting, for purposes of the argu- 
ment only, that Mr. Brown’s con- 
clusions are valid when applied to 
Life, Collier's and The Saturday 
Evening Post, it is entirely possible 
that trade publications are different. 
We know as a matter of verified 
fact that our readers do read our 
advertising. We know they read it 
for the very reason that it is adver- 
tising, and that it conveys useful in- 
formation. 

I wonder if this isn’t probably 
true of most other trade publica- 
tions. If such be the case, Mr. Brown 
and his fellow fusileers who object 
to bunching ads should know that 
they are drawing invalid conclu- 
sions. 

MAC F. CAHAL 

Executive Secretary and Gen- 

eral Counsel, The American 

Academy of General Practice, 

Kansas City, Mo. 


Agency man refutes idea that 
ad manager needn't be creative 
™ TO THE EDITOR . . The spade is 
being put to the earth to open the 
grave into which it is planned to de- 
posit industry’s advertising manager. 
Apparently he has served his pur- 
pose, or at least that is the mistaken 
belief of some. 

They seem to feel that anyone who 
helps ring the cash register by typ- 
ing out one convincing word after 
another, to be fitted into a layout of 
his own designing, is not sufficiently 
equipped to direct advertising for a 

Continued on page 16 











































Measure it any way 
\ you want to... 
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Textile Industries gives you mor« 


TEXTILE INDUSTRIES is long on mill coverage . . 
long on reader response. 

TEXTILE INDUSTRIES’ sensible plan of supple- 
menting big paid circulation with Directed Dis- 
tribution makes it possible for you to reach 
through T.I. your buyers in mills with 99.9% of 
all spindles in the U.S.A... . 99.6% of all looms 
.. . 98% of all knitting machines .. . 91.4% of 


mill coverage 


all dyeing, bleaching, and finishing . . . 100% of 
all synthetic fiber production. 

TEXTILE INDUSTRIES gives you the largest mili 
circulation available. It’s readership by mill presi- 
dents, superintendents and top executives is un- 
equalled. By every yardstick, T.I. is your basic 
advertising medium for reaching all textiles. 
Place it first on your list. 


Textile Industries 


806 Peachtree St., N. E., Atlanta 5, Georgia 


April 1955 /13 
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When you want bigger 
sales‘in Metalworking... 


Pa Ask those who know Metalworking hest... 











1954 ADVERTISING OF MACHINE TOOLS 
IN FOUR LEADING METALWORKING MAGAZINES 


To sell the metalworking men who must be sold, ma- 
chine tool builders put 2,407 advertising pages in 
American Machinist last year . . . almost 1,000 more 
than they placed in any other magazine. Basic medium 
for industry's essential machines, American Machinist 
offers you over 35,000 ABC-audited, paid subscribers, 
largest subscriber audience in the history of metalwork- 
ing magazines. 








Ez] 
Why they advertise here the most 


For machine tool manufacturers, Metalworking is not only a big market ($800-million 
last year) ; it is their only market. They concentrate all their sales and advertising efforts 
on this market . . . and no other group of manufacturers know Metalworking, its 


important buyers, and its advertising media better than machine tool builders know them. 


In advertising to Metalworking, machine tool builders concentrate by far the biggest 
portion of their advertising in American Machinist. They do so because they know that, 
to sell Metalworking, you must sell the men who manufacture this industry’s products* 

. and no other magazine can match American Machinist’s power and influence among 


metalworking-production engineers and executives. 


Over 800 other successful companies, manufacturing a wide variety of parts, materials, 
components, machinery, and equipment, share the confidence of machine tool builders 
in the advertising power of American Machinist. In 1954, American Machinist again carried 
more advertising for the products used and bought by Metalworking than any other 


magazine in the world. 


If you haven’t done so yet, there is no better time than now to put this great sales force 


to work for your products in the $95-billion Metalworking Industry. 


*Ask, or write, for research data on the buying influence of metalworking production 
engineers and executives as it specifically relates to your type of products. 


You SELL MORE to Metalworking 
when you sell PRODUCTION MANAGEMENT 


i 
‘ 


| ee ie , 
THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION t A ; Se 
McGRAW-HILL BUILDING, NEW YORK 36 f glhomm merican .. 
3 . . 
PUBLISHED EVERY OTHER MONDAY , _ Machinist 


MEMBER OF THE AUDIT BUREAU OF CIRCULATIONS AND 
ASSOCIATED BUSINESS PUBLICATIONS 
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-REPLY-O-LETTER 








THE REPLY-O-LETTER “SET” 


A letterhead with a “window”. 
pocket behind the window. A window mailing envelope completes 
the “set.” This combination of regular mailing units consistently 
produces 35% to 40% better results than ordinary letters. 


Carries its own reply form in a 


| letters . ~ begins on p. 6 








REPLY FORMS 


There are 3 kinds...a reply card 








| 
i 


WAL 








...a Wallet flap reply envelope 


...or a Replyvelope Order or Questionnaire Form 





] 























REPLY-O-LETTER COST 


A Reply-O-Letter costs much Jess than 
a so-called personalized letter, yet, in 
its own way, Reply-O-Letter is a per- 
sonalized letter. Cost is about the 
same as an ordinary multigraphed 
letter. A little more (14¢ to 34¢) than 
a cheap printed letter. All statements 
based on “in-the-mail” costs including 
postage and labor. 


The Reply-O-Letter is more economi- 
cal. Cost per reply is substantially 
lower due to greater pulling power. 


WHO MAILS REPLY-O-LETTERS? 


We are glad to ship to your mailing 
room or your letter shop for address- 
ing and mailing operations. Or we 
will mail for you, if you wish. 


USES FOR REPLY-O-LETTERS 


For getting subscriptions and sub- 


scription renewals . . . securing in- 
quiries for salesmen, distributors, 
dealers . . . selling products by mail 


. raising funds by mail . . . ques+ 
tionnaires . . . cleaning and verifying 
mailing lists . . . dealer-imprint cam- 
paigns . . . in short, wherever a reply 
is desired. 


Oo 
the 
reply-o-letter 
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WHO USES REPLY-O-LETTER 


Think of the top advertisers who use 
direct mail. Chances are they are 
Reply-O-Letter users. We average 100 
jobs in work at all times. 80% are 
for regular customers, month in, 
month out—year in, year out. No other 
product or service in advertising has 
satisfied so many customers for so 
long a time. 


MINIMUM QUANTITY 


We invite tests of 5,000 to 10,000 
Reply-O-Letters from firms who, when 
satisfied with results, can then order 
in more substantial quantities. We 
respectfully discourage one-shot mail- 
ing efforts. 


COPYWRITING 


sharing with our customers the re- 
sponsibility for the success of the 
mailing. We submit layouts “on spec.” 
There is no charge for copy and lay- 
out service. 


write for 
FREE 
BOOKLET 3 


The booklet, “1r WAS AN- 
SWERS THEY WANTED” 
makes good reading for 
anyone who uses the mails, 
Send for your free copy. 








We either write or edit copy, thereby’ 





THE REPLY-0 PRODUCTS CO. 
7 Central Park West 
New York 23, N. Y. 


Sales Offices: Boston * Chicago 
Cleveland * Detroit * Toronto 


modern business organization. Such 
details are for the serfs, the copy- 
writer, the artist, the production 


|} Man. 


What is wrong with the working 
advertising manager? Nothing, of 
course. But Robert G. Hill, who 
has the reverse title, manager of 
advertising, wrote in his article (IM, 
Nov.) that the advertising manager 
is considered erroneously to be an 
artistic, emotional man constantly 
dreaming up something sensational. 
Who thinks these thoughts? Cer- 
tainly not the company heads who 
annually trust the spending of mil- 
lions of dollars to advertising man- 
agers. Do purchasing agents who buy 
billions of dollars worth of adver- 
tised industrial products entertain 
such opinions? Not likely. But what 
about the fellow who would rather 
be a v. p. than an a. m.? Now the 
trail is getting warm. 

To intimate that the man charged 
with advertising the products or 
services of a company need not have 
any skill with words, an under- 
standing of good layout, or be fa- 
miliar with production processes, 
simply overlooks the fact that most 
industrial advertising is handled in 
departments made up of less than 
five people including the depart- 
ment stenographer. 

Those who would have the ad- 
vertising manager put away his 
typewriter for keeps and forget that 
he had ever worked with a layout 
pencil, give the impression that 
there is something degrading about 
these essential steps in the creation 
of a business paper ad or a piece 
of promotion literature. It’s like tell- 
ing Hemingway to bring in a pulp 
writer for his next novel. 

Advertising has always been cre- 
ated. There are no molds from which 
good copy, sparkling layout and 
cost-saving production can be turned 
out in mass lots. And that’s a good 
thing. When the advertising man- 
ager ceases to be a chief who can 
put his hands into the job when it 
is necessary, the flow of industrial 
goods is certain to slow down. 

CHARLES P, FITZPATRICK 

Charles P. Fitzpatrick Adver- 

(ising, Philadelphia * 
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If the gas industry —with its 456,300 
miles of pipelines— operated its dis- 
tribution mains above ground, your 
city would look something like this! 
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Somewhere between wellhead aud the Werte on 






by courtesy of 


THERE’S A PLACE FOR YOUR PRODUCT IN THE GAS INDUSTRY! 


Natural gas at wellhead is under a pres- 
sure of 2,000 psi (pounds per square 
inch). Perhaps a thousand miles away, 
it flows from the burner of your kitchen 
range at 4 ounces per square inch... 
a pure blue flame representing clean 
utility. 

To bring about this reduction in pres- 
sure, and to deliver clean, usable gas into 
28 million American homes, factories, 
and businesses, the gas industry uses 
almost every product and piece of 
equipment known to man! 





work of railroads spans aboveground. 





Somewhere along this journey of gas 
from producer to consumer, there’s a 
place for your product... for techno- 
logical developments and the continued 
expansion in the gas industry are con- 
stantly creating new and additional 
markets for manufacturers. 

The gas industry is big and growing 
bigger. It’s America’s sixth largest in- 
dustry, with assets of 14 billion dollars 
and pipelines spanning more miles un- 
derground than America’s great net- 


* More circulation .. . 

* More editorial pages per issue . . . 

* More advertising pages per issue 

* Lower advertising cost per 
thousand circulation . . . than any 





other gas industry publication. 


79% of the money... 
to be spent for new pipelines 
this year will be spent for gas 
pipelines. 

Expenditures for gas trans- 
mission lines to be started this 
year total over a billion dol- 
lars. And every dollar spent 
for transmission, means addi- 
tional dollars spent for dist- 
ribution and _ utilization. 


To sell this huge market, you 
need the COMPLETE cov- 
erage given only by GAS— 
the leading gas industry pub- 
lication. Last year, 131 com- 
ponies used GAS exclusively 
in their advertising to the gas 
industry. 


Write for your free copy of ‘‘Natural 
Gas Pipeline Projects’ —a list of 
gas transmission projects to be 
started in 1955, representing a total 
expenditure of over a billion dollars. 





 A\denkins Publication * 198 S. Alvarado St * Los Angeles 57 


Southern California Gas Company 
and Southern Counties Gas Company 


your kitchen range... 











WHO READS 


The 





Key Men In Every End 
Of The Ceramic Field! 


Yes, no other publication in the ceramic 
field reaches such a high percentage of 
the people YOU want. That’s because CB 
is the official organ of the American 
Ceramic Society, and as such goes directly 
to presidents, ceramic engineers, produc- 
tion managers, purchasing agents, educa- 
tors, research chemists, foremen and other 
decision-makers. 


And . . . your message speaks with au- 
thority from the pages of the CERAMIC 
BULLETIN because the CB is recognized 
as the most complete and authoritative 
book in the field. Month after month 
ceramists come back to each issue to seek 
vital technical information. So, your ad 
gets repeat attention. Let us give you 
the complete CB picture . . . one that 
will show you why advertising in the 
Bulletin makes good business sense. 








(somatic 


ulletin 











4055 North High Street 
Columbus 14, Ohio 
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from Washington 








By Stanley E. Cohen 


® THE 60-MAN COMMITTEE appointed 
by Attorney General Herbert Brow- 
nell to study the nation’s anti-trust 
laws has set the stage for a show- 
down on the degree of control the 
government is to exercise over price 
cutting and other competitive de- 
vices. 

After two years of study, the 
eminent lawyers and economists on 
the committee found, in effect, that 
the free, competitive enterprise idea 
expressed in 1890 in the Sherman 
Act is still the best means of assur- 
ing that a complex economy will 
operate effectively in the public 
interest. From the legal point of 
view, this means that government 
is a policeman, who stands by to 
deal with restraints which would 
deprive buyers or sellers of freedom 
to make their own decisions. 

Particularly notable about this re- 
port is the vigor with which it speaks 
out against the so-called “soft com- 
petition” idea, typified in the Robin- 
son-Patman and Miller-Tydings Acts 
of nearly 20 years ago. 

It is on this score that the report 
brings issues to a head. Spokesmen 
for “small business” are for “com- 
petition,” too, but they want com- 
petition confined by Marquis of 
Queensbury rules, which prevent the 
big and the powerful from using all 
the resources at their command in 
the battle for survival. 

To committees on both sides of 
the Capitol which are concerned 
about the ability of smaii business 
to stand up to today’s competitive 
giants, the “hard competition” 
theory championed in the report 
sounds like a return to the state of 
affairs which would inevitably re- 
sult in an increase in the number of 
mergers and the final elimination of 
all but the most powerful. 





New, Tough Standards .. The 
“soft competition” theory never took 
root in the anti-trust division of the 
Department of Justice. But two 
years ago, when Edward F. Howrey 
became chairman of the Federal 
Trade Commission, he found the 
commission deep- 
ly involved in a 
number of con- 
troversial “soft 
competition” 
cases. 

Under Mr. 
Howrey, the 
commission’s ad- 
ministration of 
the Robinson-Patman Act has 
changed. New and tougher stand- 
ards of proof have been demanded 
before cases are started, or orders 
issued. Old interpretations have been 
modified. 

Soon after Congress assembled, it 
was clear that RP supporters were 
going to demand an explanation of 
the Commission’s new policies. In 
the controversy over the report of 
the Attorney General’s committee 
much of the discussion centers on 
the Robinson-Patman Act. Born in 
the depths of the depression, this is 
the law which tries to put a limit on 
the tactics that can be used in the 
competitive struggle. Put simply, it 
says that price concessions and 
other benefits must be available on 
proportionately equal terms to all 
buyers who are in competition with 
each other. While it authorizes dis- 
counts which can be cost-justified, 
the intent is to prevent important 
customers from obtaining excessive 
advantages. 

In practice, RP gets into all kinds 
of difficulties. How does a business 
man, or the commission itself, know 
when a discount has been “cost-jus- 
tified”? After 20 years there is little 
to go by. In fact, a special committee 
of experts appointed by Mr. Howrey 

Continued on page 22 
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Out of an innermost urge to express a higher ideal 

in technical publishing, comes a wholly new, : fhe 

truly new, monthly magazine: RESEARCH & ENGINEERING ae 
Applied to Industrial Products and Processes 

It is “the magazine 

for research and development management.’ 
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RESEARCH & ENGINEERING will present a new concept in 
industrial publishing. And its audience, its readers, are the perfect group so 

i on which! to founda new “space platform.” For these are the men whose 

entire thinking is directed towards the new, the different, the better; 

they are essentially creative men who are giving us new products, + 
improving. present products, delving into better methods of : oo ~ 
manufacturing and processing. These are the men whom you must look to” aid 


for greater markets and new markets for your products. 

These are the men who head up research, design and development departments 

in plants in every branch of industry—who want to know about, 

who must know about your equipment, chemicals, components, materials, 

finishes, instruments, machines, devices, processes. These research-engineering men 

are part of the management team and have the respect and confidence of CIRCULATION: Over 28,000 by individual 
top administration: their judgment as to what is best for a product name, title and company; controlled. 

or process is decisive. Now you can reach them—they number between MARKET: A multi-billion dollar field. The men 


: : : ; are in charge of approximately 10,000 research 
28,000 and 30,000—in one magazine which will help to carry them forward auton oak ea deans 0d 


in their creativeness. laboratories throughout every branch of in 
dustry, where every field of technological 

: : : development is being carried on; chemistry, 

They are looking to a the appearance of the first issue sleaeaaies, seule. nacnbiee, “tre. 

f thei ine. Your advertising message, in this and subsequent issue 

si their new magaz . ™ 2 Ath 8 ain RE q , RATES: $560, B&W 12 times. Magazine trim 

will be read by them in a magazine whose entire editorial concept size 934 x 1234. Standard size 7 x 10 plates 

is directed towards progressive action or standard sub-divisions thereof. Minimum, 

Write; your letter or wire requesting advertising rates and 


further information will receive immediate attention. 
Wm. H. Relyea, Jr., Publisher 


Ss RESEARCH & ENGINEERING 


The Magazine of Research & Development Management 





THE RELYEA PUBLISHING CORPORATION e¢ 103 PARK AVENUE, NEW YORK 17, N. Y. * PHONE: LExington 2-0541 









































It’s not so easy! 
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How to buy 
better 
EDITORIAL VALUES 
“AIDS TO ADVERTISERS” 
Putman 


Publishing Company 
111 East Delaware Place, Chicago 11, Illinois 
Without charge, please send me copy of your 80-page handbook: “HOW TC 


BUY BETTER EDITORIAL VALUES.” 
Name 


Are YOU a judge of what is 


@can you look through several magazines J 
and tell which has “best editorial’? 


e can you tell which magazine will have 
“best advertising values”? 


No... there’s no “royal road” to judging editorial values 
—anymore than there’s a “royal road” to judging adver- 
tising value. 

Some advertising folks insist that “one can just look at 
a magazine,” or “look over the audit report,” and judge 
how good the editorial is. Others rely on readership 
studies. 

True, looking over a publication does give one some 
ideas, and an audit gives some information. But depend- 
ing on these alone leaves a lot of “unknowns.” 

Readership studies? ... they have been shown to be 
fallacious, time and time again. 


To judge editorial values... 


... you must “dig beneath the surface.” And that’s exactly 
what this 80-page handbook does. 

Here you will find 37 penetrating questions, that are 
often avoided as “too controversial”. . . each is answered 
in terse style, with straightforward facts! 

Check the list of subjects. Read a few that interest you. 
You'll soon find yourself absorbed in... 


“How to buy better Editorial Values” 


You may not agree with everything you read. But you'll i 
find your thinking has been stimulated . . . and you'll be 
a keener advertising buyer because of it. 
This handbook is made available to all industrial adver- 
tising buyers .. . without charge .. . as a contribution to 
better industrial advertising. For convenience, a coupon 
is provided. 


fol mm Aeleia 
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\ USE THIS 
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“Good Editorial’? 





The unique, food “"" INGREDIENTS 


highly-successful | processing Lah 


PUTMAN-STYLE magazines 


In 1938, Putman Publishing Company pioneered an en- 
tirely new style of publishing in the industrial field, 
stressing the points that... 


. to serve busy executives, editorial content must be 
presented tersely, factually . . . in simple, direct 
style 


. so busy men can read more in less time, with less 
effort 


This has been the basic editorial philosophy, policy and eet see ee 
practice of CHEMICAL PROCESSING since its initial issue in . 
1938 — likewise of FOOD PROCESSING since its initial issue SINCSS 
in 1940. 

Sixteen (16) years have gone by since CHEMICAL PROC- 
ESSING pioneered this type of editorial content in indus- 
trial magazines. 

Since then, many other industrial magazines have 
adopted these principles. We welcome them. We believe 
such progress helps all advertising and publishing. 


PUBLISHING 


Publishers of 

FOOD PROCESSING 
FOOD BUSINESS 
CHEMICAL PROCESSING 


April 1955 / 21 
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Washington .. 
begins on p. 18 


two years ago to consider this prob- 
lem has yet to find an answer. 


In 20 Years, No Conviction . . 
What about the liability of a buyer 
who insists on an illegal price ad- 
vantage? After 20 years, not a con- 
viction under this section of the law. 
Only a Supreme Court decision that 
says there cannot be any conviction 
under this section unless the com- 
mission can show conclusively that 
the buyer was aware of the fact that 
the price he demanded could not be 
“cost justified.” 

And what about the right to meet 
the better offer of a competitor? 
Originally the commission said the 
right to meet the better offer of a 
competing seller disappeared if it 
would result in an injury to compe- 
tition among the buyers. But in 
the Standard Oil of Indiana case, 
the “new” commission broke away, 
and decided that the right to meet 
competition is absolute. 

On this point particularly the 
commission faces trouble in Con- 
gress. For 44 Senators, led by Sen. 
Estes Kefauver (D., Tenn.) are co- 
sponsors of a bill which says the 
right to meet competition is not an 
absolute one. 


Some Gain, Others Lose . . The 
Attorney General’s committee 
summed up its attitude toward the 
old RP approach this way: “The 
essence of competition,” it said, “is 
a contest for trade among business 
rivals in which some must gain 
while others lose, to the ultimate 
benefit of the consuming public. 

“Incidental hardships on individ- 
ual business men in the normal 
course of commercial events can be 
checked by a price discrimination 
statute only at the serious risk of 
stifling the competitive process it- 
self.” 

The report affirms the economic 
importance of the “delivered price 
system.” While it specifically rejects 
systems of delivered prices which 
enable competitors to match their 
quotations at each delivery point, it 
says “over-all anti-trust policy is 
served when sellers are free to meet 
competition in distant markets by 
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quoting delivered prices to equalize 
the freight advantage of more favor- 
ably situated competitors.” 

Likewise it approves the current 
FTC position that sellers have an 
absolute right to cut their prices in 
an individual transaction to meet the 
better offer of a competitor. “We 
think that the seller’s right to meet 
a competitor’s prices by granting 
price differentials to some customers 
without reducing his prices to all 
must remain an essential part of any 
anti-price discrimination law.” 

The report also doubts the value 
of Section 2f of the RP Act, which 
holds the buyer liable in the event 
he knowingly obtains an_ illegal 
price. Noting that the Supreme 
Court has already rejected a strict 
interpretation of this section, in the 
Automatic Canteen Case, the report 
says “Especially significant was the 
court’s recognition of the impera- 
tive necessity for preserving the 
legal freedom of buyers to engage 
in aggressive bargaining over price 
as basic to effective competitive dis- 
tribution. In markets characterized 
by sellers enjoying a significant de- 
gree of control over price, the exer- 
tion of offsetting forces by some 
large and aggressive buyers bar- 
gaining for concessions can con- 
tribute materially to lower prices 
for all.” 


Deplorable Yet Inevitable .. Of a 
piece with its general opposition to 
the “soft competition” theory is the 
committee’s well publicized opposi- 
tion to so-called “fair trade” laws. 
“On balance,” the report says, “we 
regard the federal statutory exemp- 
tion of fair trade pricing as an un- 
warranted compromise of the basic 
tenets of national anti-trust policy. .. 
The throttling of price competition 
in the process of distribution that 
attends fair trade pricing is in our 
opinion a deplorable yet inevitable 
concomitant of the Federal exemp- 
tive laws. Moreover, whatever may 
be the underlying legislative intent, 
any operative fair trade system fa- 
cilitates horizontal price fixing ef- 
forts on the manufacturing and each 
succeeding distributive level. And 
the prominent existence of a Fed- 
eral price-fixing exemption not only 
symbolizes a radical departure from 
national anti-trust policy without 






commensurate gains, but extends an 
invitation for further encroachment 
on the free-market philosophy.” 


Mr. Howrey Has the Jump... 
What will come of it? Despite the 
strength in Congress of the forces 
of small business . . for example the 
44 Senators who say they want to 
reverse the Standard Oil of Indiana 
decision . . the advantage is general- 
ly with Mr. Howrey and with Attor- 
ney General’s committee. Except 
for the recommendation that the fair 
trade laws be repealed, the policies 
recommended in the report are 
within the administrative discretion 
of the FTC and anti-trust division 
of the Department of Justice, and 
they are totally acceptable to the 
people currently in control of these 
agencies. The “soft competition” 
forces can prevail only if they can 
pass new legislation. On the merits 
of the issues, the division of opinion 
is so even that this could hardly 
happen over the President’s veto. 


Census Fight Calms Down .. It’s 
pleasant to report that the fuss over 
the validity of the Census of Manu- 
factures reported extensively in this 
space last month has apparently 
been settled satisfactorily. 

The Census of Manufactures Com- 
mittee of the Advisory Council on 
Federal Reports which issued a re- 
port calling for changes in census 
labeling and tabulation methods, has 
reviewed plans which have been pre- 
pared by the Bureau of the Census 
for tabulating and publishing the 
1954 Census of Manufactures and 
has adopted a_ resolution unani- 
mously approving them. 

The scope of the changes is 
largely as described here last month. 
Members of the census committee 
of the advisory council say the 
changes cover almost all the sugges- 
tions which were made for improve- 
ment of the 1954 census. 

One major point of difference re- 
mained, over the suggestion that 
census discontinue separate publica- 
tion of industry reports where cover- 
age falls below 90%. The census 
bureau said that, while it would 
review “low coverage” industries, 
and make special efforts to identify 
them, it could not agree to a flat 
90% test. * 
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Set Cement 
Output Peak 
for 10th Y ea 


ent production reaché 
a oe 270 million barrels 
1954, the 10th consecutive ye 
that a new peak has been S$ 
the Northern Trust compaj 
said yesterday in the Februa 
issue of its monthly publ 
tion, Business Comment. 
Moreover, this remarka 
performance is expected 
continue far some years. 
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Cement Mills Need Your Equipment 


The Cement industry faces its biggest expansion program. Now is the 
time to sell equipment and services. Cash in on the cement boom. Tell your 


product story in the big 


July PIT AND QUARRY 
27th Annual 


Cement Plants 


NUMBER 


@ This special section of the July issue of 
PIT AND QUARRY is self-covered 
with India-tint stock for quick, easy 
identification. 


@ Additional copies of the special section 
are bound separately and mailed to 
Cement plant executives all over the 
world—giving you a big fat extra bonus. 


@ Your advertisement in the Cement 
Plants section of July PIT AND 
QUARRY will enjoy extra-high reader- 
ship and extra-long sales life. 


@ And, you get coverage of the TOP buy- 
ing power in the industry. 


431 South Dearborn Street 
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of industrial sales and advertising 


Export advertising to increase 


Survey «+ Wer'd Trade 
Conference shuws 80% of firms 


say they will hike promotion 


® cHICAGO... An overwhelming ma- 
jority of American companies that 
export part of their production, plan 
to step up export advertising and 
sales promotion activities. 

This was revealed in a poll that 
McGraw-Hill International Corp. 
conducted at the Chicago World 
Trade Conference. The pollsters 
pointed out that since World War II 
domestic advertising has doubled in 
volume, but export advertising has 
risen only 10%. 

They asked: “Are you planning 
more aggressive (export) sales pro- 
motion and advertising activity to 
help capitalize on possibilities?” 

Of the 193 conference goers taking 
part in the poll, 157 said they were 
planning increased promotional ac- 
tivity. Seventeen said they had no 
such plans, and 29 did not answer 
the question. 

Favorable credit terms offered by 
foreign companies is a major draw- 
back to American companies doing 
business abroad, the poll indicated. 
Seventy-seven respondents _ said 
such credit competition adversely 
affected their dealings with from 
one-fourth to two-thirds of their 
clients. Fifty said credit terms 
affected their business to a minor 
degree, and 66 did not answer the 
question. 

One speaker at the conference, 
Stanley E. Hollis, president, Amer- 
ican Foreign Credit Underwriters 
Corp., New York, described three 
programs aimed at giving American 
companies better means of advanc- 
ing credit to foreign buyers. 
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Mr. Hollis described the Export- 
Import Bank’s program of financing 
foreign purchases of capital goods 
(IM, Nov., 1954). He told of Chase 
National Bank’s plan to set up a 
new corporation to help U.S. indus- 
try in medium term financing of ex- 
port trade, a step that will supple- 
ment the Export-Import Bank’s 
program. He told of the proposal of 
a New York Board of Trade com- 
mittee, which recommended _ that 
one or more privately owned and 
operated export credit guarantor 
organizations, similar to British and 
Canadian governmental organiza- 
tions but financed with private capi- 
tal, be set up. The proposed organ- 
izations would cover up to 90% of 
the risk of non-payment by foreign 


customers. 
Harold D. Arneson, president, 
Abbott Laboratories International 


Co., Chicago, told the conference 


that licensing agreements’ with 
foreign firms to manufacture and 
sell an American company’s prod- 
uct often are a practical way to avoid 
some of the dangers of doing busi- 
ness in foreign countries. But he 
warned inexperienced companies to 
be careful in entering such agree- 
ments and to take measures that 
would require the foreign company 
to maintain high quality of the 
licensed product. 

E. E. Schnellbacher, in charge of 
the U. S. Department of Commerce 
International Trade Fair program, 
said such fairs are a “perfect medi- 
um” for immediate or long term 
sales promotion. He described the 
government’s increased activity in 
foreign trade fairs and urged Amer- 
ican companies to take a_ bigger 
part in them. He said the govern- 
ment would assist them in doing 
this. 

Gene Sitterly, publisher, World’s 
Business and Guia, New York, 
warned American business against 
“rising to the bait” of trade with 
Russia. He said such trade has not 
materialized in volume for Great 
Britain and it will not for us. 

About 1,000 persons, preponder- 
antly midwestern business men in- 
terested in export, attended the 
meeting, which was the 18th annual 
Chicago World Trade Conference. 


Continued on page 28 
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400 Business Papers. . Du Pont honored the 400 business publications in which it 
advertises when above spread appeared in ‘Better Living,’’ Du Pont external. Photo shows 


the publications, story tells how business publications help industry. 
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' MacRAE’S ..:. Ww 


Produces for industrial advertisers 


In one convenient volume MacRAE’S BLUE BOOK gives the essential indus- 
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has 
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trial product data that industry's buying decision makers need. By eliminat- | 

ing non-industrial matter it avoids extra-book confusion and saves look-up Pt 


time. Busy executives appreciate it. A survey among more than 18,500 leading 
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industrial plants receiving the BLUE BOOK annually brought out this fact: 


In 4 out of 5 plants receiving it, 
MacRAE’S is the most used buying guide. 


That kind of preference pays off to BLUE BOOK advertisers. That 
is why the nation’s top-ranking suppliers to industry have found 
BLUE BOOK advertising productive throughout 63 consecutive 
years, a record no other industrial directory can match. That is 
why industry depends more and more on MacRAE'S selling power. 


Reserve space now in the 1956 issue of MacRAE’S 


hte ' complete 
You vated ONE BOOK scammed 
Also Pepsi 


Need... 
~" MacRAFE’S socx 


18 East Huron Street, Chicago 11, Illinois 
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You can use all 14 ACP publications to open 
the main door of this 40-billion dollar mar- 
ket ... or you can select one or several to 
open any particular door. For complete, 
factual information on any or all ACP books, 
write to Gordon L. Anderson, Sec’y., 1022 
Lumber Exchange Bldg., Minneapolis, Min- 
nesota. Ask for the new ACP fact folder. 








HEN you talk to the men who actually bid the 
jobs, you’re talking to the men who buy your 
products. And you can talk to them directly— 
through the pages of regional construction publi- 
cations—Associated Construction Publications. 


For ACP books go behind the door, not just out- 
side the door. The men who bid the jobs eagerly 
await their ACP magazine to see where their next 
job will be—and what their next equipment or 
supplies will be. 


Associated Construction Publications go to— 
and are read by—82,968 men who are actively 
engaged in construction work. This includes 
28,716 contractors and their key men; 27,688 
public road, street and building officials; 5,100 
engineers who advise, supervise and design proj- 
ects; 4,525 producers of rock, gravel, stone and 
other basic materials; and 16,938 other readers 
including your dealers and their salesmen. 


Get to these men behind the door—use ACP as 


your key to the $40-billion construction industry! 





22,641 Pages of Advertising . . . 


were placed in ACP books last year—many by your 
competitors! 


15,757 Pages of Attraction... 


bid news, job reports, photos, lettings that mean bread 
and butter for construction men! 


393 Specialists With Dirty Shoes . . . 


cover the territories of ACP, seeking out the news and 
market conditions that interest readers and advertisers! 





CONSTRUCTION 
= en 
Qoobusitn 
4 The key to 3,408 doors 
4 in the rich North 
Carolina, Virginia and 
West Virginia con- 
struction market. 


CONSTRUCTION BULLETIN 


The key to 5,869 doors 
in the West North 
Central market, with 
circulation in Minne- 
sota, North Dakota, 
South Dakota and 
Iowa. 





CONSTRUCTION DIGEST 


The key to 9,005 doors 
in the East North 
Central market, with 
circulation in Ohio, 
Indiana and Illinois. 


OES 


Opens 12,012 doors in 
the Mid-Atlantic 
area, with circulation 
in New York, Pennsyl- 
vania, New Jersey, 
Delaware and Mary- 
land. 





CONSTRUCTION NEWS MONTHLY 


fei “Opens 7,100 doors in 
the Arkansas, Eastern 
Missouri, Louisiana, 
Oklahoma, Mississip- 
pi and Western Ten- 
nessee markets. 


DIXIE CONTRACTOR 
Di XLE 


Contractor _ Thekey to 5,694 doors 
" inthe Alabama, Flori- 
da, Georgia, South 
Carolina and Eastern 
Tennessee construc- 
tion market. 





MICHIGAN CONTRACTOR & BUILDER 


The key to 3,694 doors 
in the active Michigan 
construction market. 


Opens 6,175 doors in 
the Kansas, Iowa, 
Western Missouri, 
Oklahoma and Ne- 
braska construction 
market. 





MISSISSIPPI VALLEY CONTRACTOR 


€ Opening 5,261 doors 
ontractor in Southern Illinois, 


Kentucky, Eastern 
Missouri, Western 
Tennessee, North 
Mississippi and Ar- 
kansas. 


i 
» 3 
ee 


4,532 doors in New 
England— Maine, 
New Hampshire, Ver- 
mont, Massachusetts, 
Rhode Island, and 
Connecticut opened 
by this key. 





ROCKY MOUNTAIN CONSTRUCTION 


The key to the 6,137 
doors in Arizona, 
Colorado, New Mexi- 
co, Utah, Wyoming, 
Eastern Nevada con- 
struction market. 


OUTHWEST BUILDER & CONTRACTOR 


hweg 


Opens 6,735 cone 
struction doors in 
Southern California, 
Arizona and Southern 
Nevada. 





The key to 4,171 doors 
in the rich Texas con- 
struction market. 





Opening 3,875 doors imam 
in Wisconsin, North- 

ern Illinois and Upper 
Michigan. 
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Tabloid . . Fast news coverage is 
stressed in Fairchild’s new employe pub- 
lication. 


Fairchild gives employes real 
newspaper, reports good results 
® FARMINGDALE, N. Y. 
plane company has come out with 
an employe publication with a news 
deadline about as tight as a daily 
newspaper. 

Fairchild Engine & Airplane 
Corp.’s Fairchild Engine Div., Farm- 
ingdale, switched its publication, the 
“Fairchilder,” from a monthly to a 
weekly last fall. And it changed the 
format radically, to a tabloid-size 
two-page paper. 

Emphasis now is on company and 
employe news that really is news. 

“Today,” says Lou Davis, division 
public relations manager, “we can 
take news copy as late as 9:30 a.m., 
date of publication.” 

Reason for the change, Mr. Davis 
said, was that the old monthly “was 
not what we wanted as an instru- 
ment of communications.” 

Response to the new “Fairchilder” 
has been good, he said. 


An air- 


Maclean-Hunter announces 
series of personnel changes 
™ TORONTO Ronald A. Smith, 
former business manager of Canadi- 
an Variety Merchandising, has been 
appointed advertising manager of 
Design Engineering, a new publica- 
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tion of Maclean-Hunter Publishing 
Co. 

The appointment was one of a 
series of personnel switches at 
Maclean-Hunter. The others: 

H. Connor Caverhill, formerly ad- 
vertising manager of Philco Corp. 
of Canada, has been named adver- 
tising representative of Heating & 
Plumbing Engineer. 

Gerald A. White, formerly with 
International Harvester, has joined 
the Chicago sales staff of Maclean- 
Hunter’s Rock Products and Con- 
crete Products. 

Victor Koby, former staff writer 
of The Financial Post, has been 
named editor of Canadian Aviation, 
succeeding Ross Willmot, who has 
returned to aviation public relations 
work. 

John F. Foy has been named cir- 
culation manager of the company’s 
business newspapers division. Don- 
ald S. Jones has succeeded Mr. Foy 
as circulation manager of Chate- 
laine and Mayfair. And R. J. Dawe 
has been appointed assistant circu- 
lation manager of the two maga- 
zines. 

Jack Heise, former free lance 
commercial artist, has been named 
art director of the industrial news- 
papers division. 


Publishers tell what it takes 

to start new business paper 

® cHicaGco . . Three successful Chi- 
cago publishers have outlined what 
it takes to start a new business pub- 
lication these days: know-how, 
patience, confidence . . and money. 


The three publishers told their 
experiences in starting new business 
papers at a meeting of the Chicago 
Business Publications Association. 
They were G. D. Crain, Jr., presi- 
dent, Advertising Publications; Mar- 
shall Haywood, Jr., president, Hay- 
wood Publishing Co., and David 
Watson, president, Watson Publi- 
cations. 

Mr. Crain told of starting Adver- 
tising Requirements two years ago. 
He said the “preliminary editorial 
concept” for the publication has 
“proved sound” and has attracted a 
substantial audience. He also pointed 
out some of the problems in selling 
advertising space in a new publica- 
tion, saying the big prospective ad- 


vertisers did not come in “auto- 
matically” but apparently waited to 
see how the new publication went 
over. He said Advertising Require- 
ments is not yet operating in the 
black, but he expects it to show a 
profit by the end of this year. 

Mr. Haywood said his company’s 
first effort in bringing out Industrial 
Packaging a little over a year ago 
was to go “long and strong” on edi- 
torial content by sending editors to 
cover almost the entire nation seek- 
ing stories in the new publication’s 
field. He said building the publica- 
tion’s controlled circulation was a 
problem because few companies list 
packaging engineers as such and his 


Continued on page 32 


air conditioned cows are more productive 








air conditioned cats are more instructive 


3 will do for you! 


It's a fact! The contented cows in if you'd like a bird's-eye view of 
an air conditioned Singapore dairy what Carriet alr conditioning can 
give more milk! And the students do for you, visit Une Carrier dealer | 
in a New Jersey college laboratory who is listed tn the Classified Tete- | 
fears more from air conditioned phone Directory. Or write directly | 
eats! Carrier air conditioning can to Carrier for the free booklet 
aise. cheer up a harnased shopper “Who's Zoo in Air Conditioning.” 
bulld up a waiter’s tips, fill up It shows why more animats ‘amd ; 


a huge new supermarket; speed people, tao! enjoy Carrier air 
up a draftaman’s drafting. hang conditioning than anyother make | 
up some brand-new sales records’ Carrier Corporation Syracuse 8. ¥ 


Cows and Cats . . Light humor is 
used in a new campaign by Carrier 
Corp., Syracuse, N. Y., aimed at pushing 

th commercial and residential air con- 
ditioning. Two-color half pages wil] run 


until July in The Saturday Evening Post. 
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AMERICAN ARTISAN excels 
in editorial content . . . all 
of it practical, authoritative, 
and designed to help read- 
ers expand their markets, 
handle work more efficiently. 


























Warm Air — Sheet Metal Wholesalers and Original Equipment 
Dealers and Contractors Distributors Manufacturers 


AMERICAN ARTISAN leads 


' oe If your sales targets are those above, then you've lined up 
in advertising volume. Year 





- after year it is used by more your sights correctly in using AMERICAN ARTISAN. 
advertisers than any other 
book in this field. This ONE magazine keeps your line of fire centered on the 


progressive, big volume producing organizations in warm air 
heating, residential air conditioning, and sheet metal contracting. 
AMERICAN ARTISAN is the unquestioned preference of the 


KEY dealer-contractors, wholesaler- distributors, and original 





AMERICAN ARTISAN equipment manufacturers. 
reaches the greatest concen- 
tration of buying power — And everyone of them PAYS to read it. AMERICAN 
the larger dealers and con- : se. eek 
tractors who handle over ARTISAN is the only publication in its field with a fully paid 
80% of the available 


seats (ABC) circulation — your assurance that here is a magazine 
usiness. 


wanted, respected, and used! 





Get “on target” with the ARTISAN. Have us provide 


complete information on the points of leadership which distin- 





| ae: — guish this top-ranking advertising medium. 
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At every 
Crossroads 
in the C.P.L... 





(Chemical and Process Industries) Pe. 




















CHEMICAL A ENGINEERING 


SA LALE points the way 


a 


But reinforced plastics are just one of the 
spectacular developments in the dynamic 
chemical and process industries. It happens 
every day—in plastics, in oil, in atomic energy, 
in paints, antibiotics, rubber and pharmaceu- 
ticals—in all of the vast, sprawling network 
of the Chemical and Process Industries. 


Big? You said it—and growing bigger! 


Look at reinforced plastics... 


Ten years ago research chemists combined poly- 
ester resins and fibrous glass. Result... reinforced 
plastics, a new fabricating material with exciting 
properties. Now chemists have adapted them for a 
variety of uses—from tiny electrical components to 
a 7000 lb. tank car. Most dramatic application today 
—reinforced plastic bodies for automobiles. 


C&EN has reported the complete development of 
reinforced plastics from earliest research to com- 
mercial production. 


And for a big industry it takes a big industry 
magazine to report the complete news to the 
104,000 technical men who run the chemical 
and process industries. News of all phases. 
News of research which sparks new develop- 
ments, news of production which keeps the 
wheels rolling, news of management, policy, 
government, markets. The complete news for 
news-hungry, decision making readers in 


MANAGEMENT * PRODUCTION ¢ RESEARCH * DEVELOPMENT 


Yes, at every crossroad in the c.p.i., C&EN 
reports the news. That’s why more than 80,000 


An American Chemical Society Publication 


Advertising Management: REINHOLD PUBLISHING CORPORATION 


430 Park Avenue, New York 22, N. Y. 


Chicago * Cleveland « San Francisco « Los Angeles 


@: Seattle + Dallas * Denver 
= The Complete Newsmagazine of the Chemical World 





chemists and chemical enginests watch for 
developments every week in. .}ia 
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It's New! __----" 


Equipment 


7 
| 
‘The Magazine of 
PETROCHANICS 
FOR 
@ DRILLING 
® PRODUCING 
@ FIELD 
PROCESSING 
@ PIPELINE 
® REFINING 
© PETROCHEMICALS 


Now .. . every month 
. - » 35,000 men who de- 
sign, select, purchase, in- 
stall 2nd maintain equip- 
ment throughout the pe- 
troleum industry receive 
the new equipment tab- 
loid, OIL and GAS 
EQUIPMENT. 


Format and exclusive 
treatment of equipment 
creates the urge to act 
among these buyers, speci- 
fiers and designers. Fast 
48 hour service for in- 
quiries serves both reader 


and advertiser. 


Only 1/9th units and 
2/9th units, black and 
white, accepted. Advertis- 
ing forms close 30 days 


prior to date of issue. 


cipro 


211 S. CHEYENNE 
P, O. BOX 1260 
TULSA, OKLAHOMA 


. 
THE PETROLEUM 
PUBLISHING CO. 
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company had to dig beyond job titles 
in order to build a circulation list of 
influential purchasers. He said his 
company sank $40,000 in the new 
publication before the first issue 
came out. 

Mr. Watson, who told his experi- 
ence starting Appliance Manufac- 
turer, said that one who decides on 
a new publication must consider 
prospective readers, prospective ad- 
vertisers and prospective competi- 
tors. He stressed the need for a 
good editorial staff. And he said 
publishers of new publications “too 
often over-budget income and 
under-budget expenses.” 


A U. S. and a Britis!) Agency 
start trans-Atlantic team 

® PHILADELPHIA Advertising 
Associates of Philadelphia, Inc., and 
Portland Advertising Service Ltd., 
Manchester, England, have joined 
forces to give each agency an over- 
seas branch. 

The agencies did not merge. But 
they are cooperating so that clients 
of both will get market data and 
news of new products, trade shows 
and promotion and the benefit of 
personal contacts at distributor lev- 
els in both countries. 


Byer gives up partnership 
in Byer & Bowman, but stays on 
= COLUMBUS, Oo. .. Herbert Byer has 
transferred his interest in Byer & 
Bowman, Columbus agency, to the 
other two original partners, Gus K. 
Bowman and Joel M. Burghalter. 
Mr. Byer will remain with the 
agency but will devote himself to 
contact and creative work rather 
than management. 


Sutton loses two men, names 
advertising ‘rep,’ agency 
® WHITE PLAINS, N. Y. . . Dick Tope 
has resigned as vice-president and 
manager of the Cleveland office of 
Sutton Publishing Co., White Plains, 
to become vice-president in charge 
of sales for Industrial Laboratories 
Publishing Co., Chicago. 

Dick Keine also has resigned from 
the Sutton organization. He was 


Glamor . . Industrial adwoman Jan- 
ice Provenza’s job is so glamorous it 
won her a vacation in Mexico. She won 
contest sponsored by Glamour magazine 
and a Chicago department store, in which 
she told: ‘How I am making the most of 
myself, my clothes and my job.” She's a 
space buyer for Grimm & Craigle, Chicago 
industrial advertising agency. 


Cleveland manager, Metal Working. 

The company also announced that 
William A. Ayres Co., has been 
named Sutton’s representative in 
Oregon, Washington and northern 
California, and that Bozell & Jacobs, 
New York, has been appointed to 
direct advertising and promotion of 
Sutton’s inquiry quality control pro- 
gram covering its four publications. 


Cut ad production costs 

to sell more space, Stark says 

™ cHICAGO . . Business publication 
space salesmen should show their 
advertisers how to save money in 
production costs and thus be able 
to buy more space, according to Hil- 
mer Stark, general manager, Bill- 
board Publishing Co., Chicago. 

He told a meeting of the Chicago 
Dotted Line Club that space sales- 
men should learn something about 
production so that they can suggest 
savings. Some of those savings, he 
said, were: use of offset printing 
for inserts instead of letterpress; use 
of publication-set ads, rather than 
having the agency have the ad set 
and a plate made; and use of the 
advertising plate for direct mail, 
promotional pieces and salesmen’s 


presentations. 
Continued on page 33 











How big is your market 


in a billion dollar 


company? 





OF ELLE AN A RE AAS A A EE oN 


Exploring Your 


Out from Africa’s Liberian 

7 apa 

i of a billion dollar 

Ma rket in a company—The Firestone Tire 
and Rubber Company. Latex © 

Billion Dollar oT chi ae 

of m — 

o roduced a net sales total of 

$1,029,402,035 last year. 


Company 





INSIDE FIRESTONE 











CAPITAL EXPENDITURES AND YOU 


To better manufacture its many products Firestone 

spent $43,679,581 for equipment, plant improve- 

ments and additions during that same period of 

time. Hundreds of new manufacturing products and 

processes were purchased. The men who played an The rubber industry last year shipped more than 
important role in specifying them were tool engi- 100,000,000 tires and had its best sales year in 
neers. history. Significant in the year was the substantial 
increase in the production capacity of giant tires 
Firestone tool engineers shoulder the same responsi- that dwarf the men who build and use them. 


bilities as tool engineers in all industry: They 
specify, recommend, approve the products and proc- 
esses for manufacturing. That’s why telling your 
product story to America’s 30,000 tool engineers is 
the best way to get your product specified in any 
industrial market. 


Rubber is made tough and resilient by mixing it 
with sulphur, carbon black and other chemicals 
for use in the manufacture of tires by The Fire- 


YOU CAN REACH THEM ALL THROUGH stone Tire & Rubber Company. Above, a worker 


operates a mixing mill which blends the different 


THE TOOL ENGINEER materials for use in tires. 


Each month tool engineers study their professional 
magazine—THE TOOL ENGINEER. Intense inter- 
est in “what’s new” is part of their job. They need 
to know about new products and processes. They 


need to know to specify. They keep current through 
the pages of THE TOOL ENGINEER. Be sure they 4 E 
know your product story by telling it to them in She arer 
the magazine they rely on... E a 

} 


Publication of the American Society of Tool Engineers, 
ASTE Building, 10700 Puritan Ave., Detroit 38, Michigan 
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"Modern Railroads’ launches 
ad merchandising package 
™ CHICAGO Modern Railroads, 
Chicago, has launched an advertis- 
ing merchandising program free to 
full-page advertisers in the publi- 
cation. 

The package is made up as a 
folder, the cover of which is a re- 
production of the publication’s 
cover. Inside the folder are pre- 
prints of the advertiser’s ad, a 
monthly railroad news condensation 
and the publication’s department of 
railroad personnel changes. 

Modern Railroads mails the pack- 
age free to any 25 representatives 
that the advertiser designates. A 
nominal charge is made for mailing 
packages in excess of 25. 


Welding show to be Kansas 
City’s first in heavy industry 

™® KANSAS ciITy . . The first na- 
tional heavy industry exposition 
ever to take place here will be staged 
June 8 to 10, when the third annual 
welding show of the American 
Welding Society goes on display in 
this community’s Municipal Audi- 
torium. 

Concurrently, the society will con- 
duct its annual spring technical 
meeting. Exhibit space for the show 
reserved by manufacturers already 
exceeds the total booked at the sec- 
ond annual exposition held last year. 


4A ’s revises model rate cards 

™ ‘NEW YyorRK . . The American As- 
sociation of Advertising Agencies 
has revised its model rate card for- 
mats to provide for new develop- 
ments in publication media since 
1928. 

Sample sets of the cards have 
been made up. They are available 
from AAAA headquarters, 420 Lex- 
ington Ave., New York 17. 


Loewy incorporates in Chicago 
= cHicaco . . The 17-year-old Chi- 
cago branch office of Raymond 
Loewy Associates, New York design 
organization, has been incorporated 
as Raymond Loewy Associates, Inc. 
Continued on page 38 
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visi-kiTts 
up your salesman’s skill, 
personality...sales! 












You improve sales of established salesmen . . . cut training time of new 
ones ... with Burkhardt Visi-Kits. Here’s why. 







Visi-Kits increase the salesman’s skill because they tell the whole-story... 
in proper, hard selling sequence... every call. Prospects absorb up to 
5 times as much of the sales story. This means they understand more of 
the benefits .. . have up to 5 times more reason to buy! 


















And Visi-Kits are compact, convenient, and ready-for-use at the flick of 
a finger. They fold flat for easier carrying, too. The clear trans-vue 
envelopes completely protect valuable contents from dust, smudges, 
finger marks and wear. 


Visi-Kits are available from stock in two sizes, 844 x 1l and 10x8... 
and in both black and brown finishes. 


THE 


Start your sales force on 
the way to more sales! 
Get all the facts on the new “hard- 
selling”, Burkhardt Visi-Kit today. 


Don't delay...Send for free 
illustrated brochure! =e 


COMPANY 


Binders to American Business since 1911 


545 WEST LARNED + DETROIT 26, MICHIGAN 




















ee 2 
Gentlemen: Without obligation, please send me your illustrated Visi-Kit Brochure! 
Name Title | 
Company | 
Address | 
City Zone State. : 

<i si eas li et cli ne ts Si we le eodliies Giii hn eeii ence cami ein xin inane 4 
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Reach for a doubling market 


Here’s what the economists see: American industry increasing its out- 
put 40% in the next ten years .. . with only 11% more manpower to do 
the job. What’s the answer? More electrical power! And new machines, 
appliances and equipment to make electricity do more—for less. 


Makers of the equipment that generates and distributes electricity 
will have to double their output. And manufacturers of industrial ma- 
chines and tools, of instruments for science and industry, and appliances 
for home, farm and office, will grow fast . . . ahead of the general 
economy . . . not just to put more electricity to work—but to make 
it work better. 


Here’s where the new electrical (and electronic) technology comes 
into play. Right at the core of the job . . . covering the entire expanding 
field at the design engineering level . . . is one magazine, ELECTRICAL 
MANUFACTURING. It tackles the whole electromechanical design of 
today’s products . . . in terms of the new electrical technology. 


Fact is, practically every piece of machinery and equipment made 
to generate or distribute or use electricity is designed by readers of 
ELECTRICAL MANUFACTURING. These are the men who specify the ma- 
terials and components used in product manufacturing. 


Add together the market value of the eight fields included in the huge 
electrically operated products market, and you see the advertising value 
you get... 


in one (.,3%,,) Magazine 





Electrical 


Manufacturing 

















































The Gage Publishing Company 
1250 Sixth Avenue, New York 20 
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Allis-Chalmers 3000-hp, 
3585-rpm motors drive boiler feed pumps. 


Westinghouse 230 kv “Watch Case’’ 
ol circuit breaker. 


Products for power generation 





and distribution are 

just one part of the big . 
ELECTRICALLY OPERATED PRODUCTS MARKET 
which includes all the thousands 
of different machines, appliances 
and equipment used in 8 fields... 


POWER GENERATION AND DISTRIBUTION 
MANUFACTURING AND PROCESSING 
CONSTRUCTION AND MINING 

BUSINESS AND SERVICES 
COMMUNICATIONS 

TRANSPORTATION 

MILITARY 
HOME AND FARM 






I-T-E 
LV switchgear installation. 


General Electric 125,000-KVA 
Autotransformer at substation. 
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~ Process Industries, only two publications successfully separz 

and serve production and management. Chemical Engineering: 
and Chemical Week do it with an individualized editorial content, 
"and a selective, all-paid circulation policy. Other magazine 
not do this—inevitably compete for the same reader . . . wh 

'_ dilutes your net audience, raises youtscoverage costs. These two 

» McGraw-Hill leaders verify their strength all the way . ... prefer- 
ence studies, ABC reports, circulation gains, advertising leader- 
ship, duplication that's lowest in the field. Ask your agency! 






































ENGINEERING-MINDED 
PRODUCTION MEN 
READ IT 

'S 
PROCESS 
MANAGEMENT'S | =, H 5 ae 
OWN MAGAZINE : 
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{ 
McGRAW-HILL PUBLICATIONS RP <@8G) 330 West 42nd St., New York 36, N.Y. 
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RESEARCH & ENGINEERING 





Apptied to Industria! Products and Processes 


Coming . . George Samerjan designed 
this cover for the new monthly publication, 
Research & Engineering, to be introduced 
in July by the newly-formed Ralyea Pub- 
lishing Corp., New York. First issue will 
have a combined controlled and paid cir- 
culation of 28,000 among technical men 
concerned with new products and proc- 
esses. President and publisher is Wm. H. 
Relyea Jr., former vice-president, Industrial 
Laboratories Publishing Co. Arthur Win- 
dett, former advertising director, News- 
week, is vice-president and advertising 


sales manager. 


Need ad photo from Timbuktu? 
. - UP will now provide it 

® cuHicaco . . Industrial advertisers 
now can illustrate their ads with 
pictures supplied by United Press 
news photographers and use case 
histories gathered by UP reporters. 

UP’s Special Services Div. has 
launched the service, using its regu- 
lar news gathering organization, 
which covers the world. An adver- 
tiser using the service can get a case 
history of about 1,500 words and 10 
or 12 on-the-job photographs of his 
product from just about anywhere 
in the world. 

Tim Canty, a UP business repre- 
sentative in Chicago, said such a 
package usually costs around $200. 
He said the principal use made of 
the service has been for advertising, 
but the pictures and reports also 
have been used for publicity and in 
company publications. 
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Ten-point merchandising plan 
launched by Mechanization 

® WASHINGTON . . A 10-point mar- 
keting and merchandising program 

. MAPP, meaning Mechanization 
Advertisers Plus Package . . is being 
offered to coal industry manufac- 
turers by Mechanization, Inc., pub- 
lisher of Mechanization and Utiliza- 
tion. 

Under the plan, advertisers in the 
publications receive (1) an invita- 
tion to an annual coal conference 
to be held here, (2) invitations to 
operator-advertiser luncheons at the 
annual Coal Show, (3) information 
on government purchases and bids, 
(4) monthly letters containing in- 
formation on the state of the in- 
dustry, (5) use of the publishers’ 
mailing lists and semi-annual free 
handling of advertisers’ direct mail, 
(6) listing of advertisers’ catalogs 
in the magazines, (7) use of the 
publishers’ distributors’ lists, and 
assistance in selecting distributors, 
(8) monthly letters on new prod- 
ucts, (9) market studies and re- 
ports and (10) copies of the maga- 
zines to advertisers’ sales staffs. 

According to Russ Coombes, vice- 
president of sales, the program was 
instituted because “for some time 





we've been feeling the need for 
something to fill the gap between 
the buyers and sellers in the coal 
industry market. Merchandising and 
marketing aids have been ignored 
here, although they’ve been used 
widely and successfully in other 
fields. We proposed to bridge that 
gap and we think we've done it with 
MAPP.” 

The plan was put into effect after 
a survey of representative advertis- 
ers in the two fields to gage their 
receptivity to it. 


Harold B. Veith, Penton’s 
editor-salesman, dies 

™® CLEVELAND .. Harold B. Veith, 
central manager of Machine Design, 
Cleveland, died in a hospital in his 
home town, Upper Sandusky, O., 
Feb. 5, after a long illness. 

Mr. Veith had served on both the 
editorial and advertising sales staffs 
of Penton Publishing Co. publica- 
tions. He joined the editorial staff 
of Steel in 1929, transferred to the 
editorial staff of Machine Design 
about a year later, then switched 
to advertising sales on that publica- 
tion. Mr. Veith had retired once 
and moved to Upper Sandusky, but 
later returned to sales work. * 





Clinic Panelists . . Panel members at industrial advertising clinic of Chicago Fed- 


erated Advertising Club were (I. to r.) Joseph White, vice-president, Weiss & Geller, Chi- 
cago; John Crawford, copy department manager, Leo Burnett Co., Chicago; Mrs. Mary 
Jane Grunsfeld, motivation research director, Weiss & Geller, and Burton Browne, president, 


Burton Browne Advertising, Chicago. 
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GOODYEAR INDUSTRIAL RUBBER Who is this super-salesman? Trade Mark Service in the 
Call the G. T. M. ‘Yellow Pages’ of telephone directories! It’s the ideal way to 
~Goodyear Technical Man= ° oe 
wii —t is help your national advertising create sales on the local level. 
steam, © oe + ° e 
BELTING — V-belts, transmission, | conveyer, Here’s how Trade Mark Service works: Your trade-mark 
“WHERE TO CALL” appears over a list of your local distributors or outlets in 
DISTRICT OFFICE directories covering your markets. The Goodyear Trade Mark 
GOODYEAR TIRE & RUBBER CO ING : er , ; : 
1560 E24... 06... see. SUperor 1-8083 heading at left shows how this industrial advertiser directs 
PD er ogee | gaia prospects to its field representatives. 
Haldeman T 1560 E 24... .SUperor 1-8083 ‘i 
fo ee eee Bet you never knew a more effective way to tell purchasing 
Ose E24 SUperor 1-8083 agents where your product is sold! There’s more to the ‘Yellow 
ai coee cnadiied Pages’ story. Get full information from the Trade Mark 





Service representative. Just call your telephone business office. 






Find Your 
Nearest Distributor 
In The 


‘Yellow Pages’ 
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Let us show you how to sell 


in CANADA and help you 


to develop Canadian markets 





CIEN and its seventeen brother period- 
icals have much to offer U.S. adver- 
tisers. 

It’s good business for us to help make 
the easy job of selling to Canada even 
easier by supplying all the informa- 
tion you will need. 

If you would like to open new indus- 
trial markets on this continent send for 
complimentary Data Kit including: 
“CANADA 1954”, a 300-page official 
guide to Canadian opportunities; ‘So 
you want to do business in Canada”, 
a folder giving information sources; 
List of Canadian Machinery Dealers 
and Manufacturers’ Representatives; A 
Report on Actual Sales Made through 
CIEN, etc. 

Canadian Industrial Equipment News 
saturates all industries from coast to 
coast, carries the most product news, 


serves the largest number of adver- 
tisers in ani lena issues. 








CANADIAN 
INDUSTRIAL 
EQUIPMENT 
NEWS 





CIEN, with the largest coverage of 
the industrial equipment market, offers 
you the most economical means of 
developing sales in a country that is 
easy to trade with, easy to ship to, 
easy to talk to! A market that buys 
more from the United States than the 
entire continent of South America! 


| Head Office: Gardenvale, Que. 


“ee RES VErnon 2969 
Birmingham, Mich. ........Midwest 4-1072 
ee LAfayette 3-4688 
Chicago  ......... stapes HArrison 7-3730 
ee REE CHerry 1-222] 


Sees OE EMpire 3-2087 
Garden City, Mich. ...PArkway .2-0151 
Grosse Pointe, Mich. ..TUxedo 2-3583 
Indianapolis -................. BRoadway 4422 


Kalamazoo ..................-. KAlamazoo’ 4-2868 
Lok TARO RIOS |. ns LAfayette 5525 
mapeeed  < Fillmore 3-8298 
Minneapolis ................-. ORchard 5-845! 
MS Gene! OXford 5-0500 


New Haven _.............. UNiversity 5-2306 
Philadelphia _............... GRanite 2-6500 
a EXpress 1-0244 
EE FAirfield 2925 
Rochester cevusesneveseeee--CUlver 0346 
Western Springs, ‘Ml, _.CHestnut 6-3180 
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trends 


A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 









By J. E. Purnell and C. W. Mac Leod, Domestic Engineering; C. M. Burnam, Jr., 


American 


Artisan and Heating, Piping & Air Conditioning; A. E. Coburn, Gas Heat, Raymond G. 
Bookhout, Journal of Plumbing-Heating-Air Conditioning Contractors: Robert Gray, Fueloil 
& Oil Heat: and Herman G. Lustfield, Heating & Plumbing Merchandiser. 


® THE MOST recent survey by Do- 
mestic Engineering of wholesaler 
sales and inventory trends shows 
that sales in the plumbing, heating 
and air conditioning industry during 
1954 were 13.6% greater than in 
1953. At the same time, inventories 


increased only 5.1%, while profits 
were at a level of 6.9% before 
taxes. 

This is the result of the many 


factors in present national economy 
and in the plumbing, heating, air 
conditioning and appliance industry 


itself, which are significant indi- 
cators of still greater production 
and sales. 

New construction, of course, is of 


major importance during 1955 with 
present rates indicating more than 
1,400,000 residential dwelling units 
for the year. Since 1949, more than 
1,000,000 units have been built each 
year and reveal that 
there is a need for this rate to be 
maintained during the next decade. 
Over and above the high rate of 
new construction is the remodeling 
and modernization market's in- 
creased awareness of the industry’s 
products. The tremendous market 
potentials of this part of the plumb- 
ing and heating field were first 
brought to dramatic attention in the 
industry in the Domestic Engineer- 
ing Bay City Survey of 1952. Since 
that time, increased emphasis has 
been put on advertising and selling 
all products of the industry for re- 
modeling and modernization by 
manufacturers, wholesalers and con- 
tractor-dealers alike. 


estimates 


This emphasis on remodeling and 
modernization by the retail plumb- 
ing and heating contractor-dealer 
has, in many cases, been responsible 
for a continued fair return to all 
concerned on the labor he performs 
and the materials he sells. New con- 
struction has become increasingly 
competitive and an adequate profit 
margin is not always obtainable. 

The selling of the remodeling 
market is also another step-up in 
the “merchandising consciousness” 
which has been developing to a high 
degree among better dealers over 
a number of years. Attractive show- 
telephone book 
and in 


rooms, direct mail, 
and newspaper advertising, 
some cases radio and TV advertis- 
ing, are all part of these contractors’ 
selling and merchandising programs. 
Association activities in the indus- 
try too, are putting a greater em- 
phasis on merchandising activities. 
New product development and im- 
provements have kept pace with the 
desire for more modern and con- 
venient living. The introduction of 
these new and improved products 
has increased the sales horizons for 
the industry. Residential installa- 
tions are expected to become the 
most important part of the air con- 
ditioning market in the near future. 
The high mobility of the popula- 
tion, in both business and vacation 
travel, has increased the consumer’s 
awareness of the need for improved 
public facilities. A recent survey of 
the remodeling and modernization 
plans of institutional facilities in- 
dicates that the institutions market 
Continued on page 42 









Can you imagine the NEW PRODUCTS Industrial Equipment News will report in its next 22 years? 


Details? ... 
Send for complete 
DATA FILE 














TAKE THE ELECTRON FOR EXAMPLE... 


THE TINIEST THING IN THE WORLD... 


It may well have 


the greatest future! 


Since World War II electronics has grown into an 
$8,000,000,000 industry. And it’s just well started. 


Here are some of the electronic developments already 
here or on the way according to General David Sarnoff, 
Chairman of the Board, Radio Corporation of America: 


... electronic light amplification 
... tubeless, thin flat T.V. 
screens like picture frames, 
controlled by a box the size of 

a jewel case 

... Vision in the dark 

... night driving without glare 
... notable contributions to the 
telephone, telegraph, radio, 
movies, phonograph, tape 
recording 

... controls for extraction, 
fabrication, quality checking and 
transportation of raw materials 


... storing and inventorying of 
manufactured articles 

...in commerce: accounting, 
billing, collection 

. . . advances in health and life 
expectancy 

. . . Super-microscopes to picture 
hitherto invisible viruses and 
photograph living germs and 
cells 

. .. surgical and industrial T.V. 


. .. new horizons in radar and 
astronomy 


And we haven’t even mentioned atomics. 


What a world to live in! 


All progress breeds new products. All new products 
create product news. All industrial product news of 
consequence is reported in Industrial Equipment News. 


Your ad in IEN is not as small as an electron. But 
an IEN ad, 3% by 434 inches, like the electron 
demonstrates that a big result may come in a small package. 


Industrial 
Equipment 


*’ News 


Thomas Publishing Company 


FOUNDED 1933 


N}p|P| 161 Eighth Avenue, New York 1,N.Y... . Affiliated with Thomas Register 
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MORE TOP BUYING 


POWER COVERAGE 


FOR YOUR ADVERTISING DOLLAR 





[] See for yourself! Ask for latest re- 
port showing these circulation gains: 


Total Paid . UP 21.4% 
Effective Buy ng Power Coverage UP 32.4%, 
Lumber, Plywood, Veneer 

Wooden Container Mfrs. UP 54.1% 
Millwork, Sash and Door Mfr 

Planing Mills UP 22.5% 
Furniture, Fixture and 
Cabinet Mfrs. . UP 13.8% 
Misc. Wood Products Mfr 

Large Industrial Plant 

with Woodworking Shox UP 35.5%, 


(November 1952 to date) 


TO SELL THE MAJOR PLANTS 


that account for the bulk of the produc- 
tion “across the board” in this $9 bil- 
lion industry, use the one dynamic na- 
tional magazine that’s moving up fastest 
because its “how to do it’ editorial ma- 
terial is accepted and read by more and 
more practical management and produc- 
tion men — the men who make the buy- 
ing decisions. If you don’t believe it, ask 
our advertisers! 


[] Ask for analysis showing low cost per 
thousand of WOOD & WOOD PRODUCTS top- 
quality coverage. 


[] Ask for analysis showing how WOOD & 
WOOD PRODUCTS covers Major Producers -— 


Woo 
WOOD PRODUCTS 


A VANCE PUBLICATION 
139 N. Clark St., Chicago 2, Ill. 
Phone: Financial 6-5380 





‘‘not how many — but WHO’’ 
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(schools, restaurants, hotels, clubs, 
etc.) will spend more than 13 bil- 
lions for remodeling during the next 
two years. Naturally, a large part of 
this huge expenditure will be for 
plumbing, heating and air condi- 
tioning products. 

The population has been mobile 
in another way too, and that direc- 
tion is still toward the suburbs. But 
the suburbanites are not the only 
ones with extra money to spend. 
Personal income is presently run- 
ning at about $290 billion per year 
and individual incomes are higher 
than ever before. 

A “consult-your-wholesaler” pro- 
gram for the industry, sponsored by 
Domestic Engineering, is aimed at 
helping all segments of the industry 
to better take advantage of the op- 
portunities which all of these factors 
offer for increased production and 
sales. The program is designed to 
foster better cooperation between 
the contractor, wholesaler and 
in developing sales 
and merchandising programs and 
the inter-change of industry infor- 
mation. . . J. E. PURNELL, editor, Do- 
mestic Engineering, Chicago, and 
C. W. MAC LEOD, the Domestic En- 
gineering Marketing and Research 
Bureau. 


manufacturer 


Air Conditioning Grows . . 
Air conditioning is expected by 
many authorities both within and 
outside the industry to represent 
perhaps a $2 billion market this year 
and to reach a $5 billion level by 
1963. Dozens sometimes hun- 
dreds . . of products, made by nu- 
merous manufacturers, may be used 
in a big air conditioning installation. 
The other extreme is a single room 
installation comprising a small win- 
dow air conditioner. The total air 
conditioning market can be classi- 
fied into four broad categories . . 
room coolers, central residential 
systems, large self-contained pack- 
age units, and the “custom-built” 
central commercial-industrial sys- 
tems. 

Perhaps the application to receive 
the greatest attention in recent 
months is the home. Having learned 
the comforts of summer cooling 


from air conditioned theaters, stores, 
restaurants and other public places, 
people everywhere are contemplat- 
ing the air conditioning of their 
present and future homes. Builders 
of homes, too, are finding air condi- 
tioning to be a powerful sales tool. 


In analyzing the sales potential 
for residential air conditioning by 
geographical areas, it is necessary 
not only to consider population, in- 
come, etc., but such factors as cli- 
mate and the types of heating sys- 
tems already in use. Summer climate 
plays an obvious part in promoting 
the acceptance of summer air con- 
ditioning. So, too, does the type of 
heating installation, for cooling may 
be added much more easily to some 
types of heating systems than to 
others. 

A recently published study allows 
for these various factors and gives 
sales potentials for each state. The 
figures (percent of total U. S. mar- 
ket for year round air conditioning 
in one-family residences) are 4.6% 
for New England, 22.9% for the 
Middle Atlantic states, 25.0% for 
East North Central, 11.7% for West 
North Central, 15.5% for South At- 
lantic, 5.8% for East South Central, 
9.6% for West South Central, 0.9% 
for the Mountain states, and 4.0% 
for the Pacific states. 

To conclude, a precipitously up- 
ward air conditioning sales curve 
for the future is seen by various 
authorities who have studied the 
market. They see a probable break- 
down of the $5 billion figure for 
1963 as something like this: room 
coolers, $750 million; central resi- 
dential systems, $1.75 billion; self- 
contained package units, $500 mil- 
lion; and central industrial-com- 
mercial systems, $2 billion. . . c. M. 
BURNAM, JR., editorial director, 
American Artisan and Heating, 
Piping & Air Conditioning, Chicago. 


Gas Industry Reappraisal . . 
Gas heating, in common with the 
entire heating industry, is feeling 
the ill effects of its recent prosper- 
ity. While supplying the accumu- 
lated demand in recent years, the 
industry has neglected promotion 
and education. Few new salesmen 
have been created in the past 15 
years, with the result that there is 

Continued on page 46 






















































































One of a series illustrating the wide use of plastics...in everything from autos to 
toys, building materials to costume jewelry, office equipment to home appliances. 












the news is in plastics 
. . now nearly half of all toys are 
plastics! 






IN PLASTICS THE MAGAZINE IS... 


MODERN PLASTICS has the readership 
among the men who buy and use 
plastics materials and processing ma- 
chinery. For example, a Starch survey 
made at the National Plastics Exposi- 
tion showed that far more company 
executives and general managers “‘regu~ 
larly read’? MODERN PLASTICS than any 
other in the field! Here are the figures: 


MODERN PLASTICB.........67.4% 
IMA GAZINE Boon. sscsss BOR Y 
DO Uco: 0A 6. = >I one 9.4% 
PO tee 4 6b ee > 6.6% 
PO te O46. 8 >> > 5.5% 
Pe tee 04 0) >> 5.0% 


For more information about the survey, 
the magazine or the market, write: 


MODERN PLASTICS 
A Breskin Publication 
575 Madison Avenue 
New York 22,N. Y. ABC-ABP 
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WHO SPENT WHAT? Some 15 companies 

each invested a million dollars or more in 
businesspapers in ’54 according to ABP’s 

latest report on LEADING ADVERTISERS IN 
BUSINESSPAPERS which includes ad expen- 

ditures of close to 1,400 companies. Here, 

a task force of the Division of Business- 

paper Information checks reports: 

Philip W. Muller, Asst. General Manager, Breskin Pub- 

lications, Inc. (right); James H. Moore, Jr., Pres., q 


Moore Publishing Company (left); H. Judd Payne, 
Publishing Director, Architectural Record. 


SER 


SEND FOR THESE: Boe @peenmmenae BACKING THE BUSINESS CENSUS... 


Two jobs were assigned to a 


LEADING ADVERTISERS IN BUSINESSPAPERS IN 1954 " os new ABP Business Census 


é 1 Committee . . . to promote all- 
Fourth annual report. Lists expenditures of 1400 out cooperation of business this 


y; ; —¢ ° : year in answering Census ques- 
companies spending $50,000 or more in business- ee ee eee 


papers (see above). Report available April 10th. KA | further use of Census figures. 
S7 Gg Working together are... 

" Clarence Judd, Director of Research, Fair- 

child Publications (left) and A. W. Von 


: : S 2 ng 
KNOW-POWER... the story of America’s business Pd. eee ee 
press in action. The booklet gives some history and 

some fresh perspective on the role of business- 

papers in the growth of our economy. Important 

and interesting reading. 








_ Who spent the 405 million dollars? 


Once again... in ’54... more money 
was invested in businesspapers than in 
all the weeklies... or in all the women’s, 
general and farm magazines combined !* 
How come? And who’s doing all the 
spending? 


The why of it is easy. Advertisers know 
that adequate use of businesspapers is 
a basic part of every sound ad program. 
The fact is, all good selling is specialized 
. . . and nothing specializes like the 
business press. Businesspapers sell to 
specific prospects for specific products 
...ajob no other media can do so well, 


Advertisers in Businesspapers lists 1,400 
companies who account for more than 
a third of the total. This sizeable report 
(worth checking as a yardstick of your 
own ad-budgeting) is one of many ABP 
services, carried through in cooperation 
with advertiser and agency groups. 


ABP’s many-sided activities not only 
help businesspaper advertising do a 
better job, but they also help keep 
ABP’s member-papers the leaders in 
practically every field. They’re all paid 
subscription pap..’s, so strong editorially 
that they’re well worth the readers’ 


ae 
or at anything like.so small a cost! dollars—and yours. 


As for who spent the 405 million dollars, 
the answer is almost as broad as business 
itself. The latest edition of Leading 


THE ASSOCIATED BUSINESS PUBLICATIONS 
Founded 1906 ¢ 205 East 42nd St., New York 17, 


*Space and production. Source: McCann-Erickson, Inc. prepared for Printers’ Ink. 


papers... better businesspaper advertising 





NEW AWARDS SPOTLIGHT TOP 
ADS OF '54... Judging ABP’s 
two contests for advertising in 
businesspapers, top executives 
in merchandising and industry 
do ashirtsleeves job of selecting 
campaigns that made ad dol- 
lars work hard. Here are some 
of the judges at work: 
At right, judging the Industrial 
Contest... 
R. R. Zisette, Vice Pres., SKF Industries, 
inc.; Dr. Sydney Steele, Director of Plan- 
ning Staff, Atlas Powder Company; 
: Robert N.D. Arndt, Exec. Vice Pres., Arndt, 
xsut Of 6s Preston, Chapin, Lamb & Keen, Inc. 

‘ cate agrees . At left, judging the Merchan- 
dising Contest... 
B. W. Lerner, Vice Pres., Sun Ray Drug 
Company.; Carole Stupell, Pres., Carole 
Stupell Ltd. ; Sol Edelman, Vice-Pres. and 
Gen. Mgr., Sachs Quality Stores. 








TO “PINPOINT” 
SALES IN CANADA’S 
RICH MARKET PLACE! 





You could marshal 50 U.S. 
Business Publications for 
your sales story and their 
combined overflow circula- 
dent the 


By ee. ae “y 
ete petty ete te as, ee 
ras: tat ALD ln an os Te 


tion wouldn’t 


ene! 
BR , Canadian market. 
fe qy 
pie 
} * "] . . 
ra e ee Canada is a national 
: market and a distinc- 
A tive one. 


eee Canadian business 
paper editorials give 
on-the-spot coverage 
of this national market 


and its problems. 


eeeand Canadians read 
their business publi- 
cations. Witness their 
interest according to 
a recent survey.* If 
you wish to pinpoint 
your sales write for 
your copy. 


*Gruneau Research 
Bulletin 1954 on 
request 





BUSINESS NEWSPAPERS ASSOCIATION 


137 WELLINGTON ST. W. 
TORONTO, CANADA 
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a serious shortage of sales managers, 
planners, trainers and salesmen. 

Price-cutting has been substituted 
for selling and merchandising in a 
market that is strictly limited by the 
number of structures that need heat. 
Since less than half the installed 
cost of a heating installation is rep- 
resented by materials, the price-cut- 
ting inevitably leads to corner-cut- 
ting in the care and _ skill with 
which the installation is made. 

The glamor girl of the heating 
market . . new residential construc- 
tion . . has been receiving 80% of 
the gas heating industry’s promo- 
tional attention although this mar- 
ket accounts for less than half the 
annual gas heating sales. Moderni- 
zation, which accounts for more than 
half the total annual market, has 
been getting only 20 cents of the 
industry’s promotional dollar. Man- 
ufacturers are beginning slowly to 
reappraise their promotion and look 
more closely at their distribution. 

Manufacturers are looking for 
ways to exert more direct influence 
on their markets. The traditional 
manufacturer-jobber-supply house- 
dealer pattern of distribution leaves 
the manufacturer too remote from 
those who control his market; and 
there is a movement toward direct- 
to-dealer type of distribution. It will 
take more time, and even more 
courage, for great numbers of manu- 
facturers to realign their distribu- 
tion, but many feel some change is 
necessary. 

Residential air conditioning pres- 
ently is experiencing all the ills of 
infancy. Application is an individual 
problem in each home, and too often 
it is in the hands of men with too 
little experience. There were about 
75,000 central air conditioning sys- 
tems sold to homes last year, and it 
is expected the total will exceed 
100,000 in 1955. Last year 85% of 
this work was done by automatic 
heating dealers. 

If summer air conditioning grows 
only half as fast as the industry 
expects, it will create tremendous 
summer load problems for the elec- 
tric utilities. Distribution systems 
and capacities will have to be ex- 
panded swiftly. Many will have to 





be doubled or tripled in the next 
few years. Such expansion will re- 
quire an equal winter demand, and 
it is likely that electric utilities will 
be showing more interest in electric 
heating in the near future. . . A. E. 
COBURN, editor, Gas Heat, New York. 


Heating, Cooling in One Unit. . 
More people plan to buy new homes 
in 55 than in any year since 1948, 
according to the annual report of 
the Federal Reserve Board. This 
means a vast amount of new con- 
struction which, in turn, will con- 
tinue to hustle the manufacturers, 
wholesalers and contractors associ- 
ated with the plumbing, heating and 
air conditioning industries. 

The trend toward baseboard heat- 
ing is decidedly on the upgrade. 
However, there are many homes 
being equipped these days with 
panel heating, often referred to as 
radiant heating. Panels can be in- 
stalled under the floor or in the 
side walls or ceilings. Then again 
the small convector type of enclosed 
radiator continues to find its place 
in the house heating field. 

The trend toward using gas or oil 
for automatic firing of the house 
heating boiler is gaining ground 
rapidly, with perhaps gas, because 
of the piping of natural gas to all 
parts of the country, giving fuel oil 
a run for popularity. 

The trend toward year-round air 
conditioning in homes is increasing. 
It is safely estimated to become a 
$5 billion industry. It is expected 
that by ’58 or ’59 it will be a neces- 
sary feature of the original con- 
struction of every new home in the 
class now selling for $15,000 up. 
The general requirement up to a 
short time ago was for air-cooled 
equipment in connection with forced 
warm air heating. With air-cooled 
equipment, the higher electric power 
costs are just about balanced by the 
absence of water costs. 

This year will see a continuation 
of the trend toward more automatic 
operation. People, in buying air con- 
ditioning, are making substantial in- 
vestments, and they are going to 
expect the same performance they 
get from automatic heating . . they 
want to forget them once installed. 

A notable new trend will be in a 

Continued on page 50 














... of Editorial Leadership 


ey A new booklet just released 
| gives evidence of the variety 
and calibre of ACH&V’s edi- 
torial content . . . actual proof 
in the form of easy-to-read 
listings of a full year’s articles 
on Air Conditioning, Heating, 
) Ventilating, Plumbing and Pip- 
ing. 

This booklet should be part of 

your media data. 
If you don’t have a copy, write 
us direct for “ACH&V’s Edi- 

torial Content’. 








... of Quality Coverage 


Top-quality coverage is as- 
sured through ACH&V’s 
unique plan for pin-pointing 
the industry's buying power. 
Here’s how the plan works: 
(1) ACH&V determines the 
geographical location of the 
market . . . then (2) precisely 
pin-points firms and individ- 
uals who influence purchases 
in the 106 major centers of 
activity and (3) accord- 
ing to these findings, and by 
means of both Paid and Con- 
trolled copies, covers the mar- 
ket as listed below. 





PRESENTS PROOF: 





.. of Effective Circulation 


98.22 Per cent Verified 


Consulting Engineers and Archi 
tects, Engineers employed by Con 
sulting Engineers and Architects 
1,867 . . . Contractors & Engineers 
employed by Contractors 4,665 .. . 
Federal, State, County, City and 
School Boards, incl. their engineer- 
ing staffs 1,559 .. . Public Utilities 
Officials and other employees 441 

. Industrial Firms (incl. R.R.), 
their execs., engineers, other em- 
ployees 2,551 . . . Building 689... 
Mfgrs. of Air Conditioning, Heat- 
ing, Piping, Ventilating Equipment 
1,001 . . . Manufacturers’ Agents, 
Sales Engineering Firms 964... 
Wholesalers, Dealers 748 
Educational, etc. 654... 
Bulk 7. 


TOTAL 15,146 


Air Conditioning, Heating and Ventilating 
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93 Worth Street, New York 13, N. Y. 






April 1955 /'47 










Because industrial salesmen work 
closely with their customers, they 
have intimate, personal knowledge 
of buying patterns. MILL & 
FACTORY taps this invaluable 
knowledge on a nationwide scale — 
and no impersonal circulation 
method can match it. 
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No One Gets Closer to 
Buying Influences than the 
Industrial Salesman! 


And 1,645 industrial salesmen select the 
plant executives who read MILL & FACTORY 


_ An industrial salesman has to know the men in the plant who 
influence and control buying. That’s his job. In many a plant 
you'll often find the salesman and plant executive, after hours, 
ironing out the details of a manufacturing problem, or working 
hand in hand to improve a service. You just can’t beat the indus- 
trial salesman’s intimate contact with buying influences. 


That’s why MILL & FACTORY, alone among general indus- 
trial publications, builds and maintains its circulation through 
1,645 industrial salesmen who call continually on the important 
plants in every important trading area in the United States. These 
salesmen hand-pick for MILL & FACTORY the men they know 
have buying authority. In this way, through the unique Conover- 
Mast Franchise Circulation Method, MILL & FACTORY reaches 
the same men your salesmen must see to sell your product. 


As a result, when you advertise in MILL & FACTORY, you are 
reaching just the sort of customer and prospect list you yourself 
could build if you employed 1,645 full-time industrial salesmen. 
We've done the job for you—the only magazine that can. 


Mills Factory 


| CONOVER-MAST PUBLICATIONS, Inc. NB PB 
| 205 East 42nd Street, New York 17, N.Y. 





Mills Factory| 





| Your Salesmen Must See to Sell! | 
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wider variety of equipment. Two 
basic approaches to _ residential 
equipment are being utilized. One 
is a completely packaged device in 
which the heating and cooling units 
are built in one jacket and shipped 
fully assembled from the factory. 
The other system consists of pro- 
viding a heating unit and cooling 


| unit which can be put together on 


the job and made into an integrated 
unit. Assembled, it looks as much 
like a single package as the unit 
which left the factory that way. 


The trend toward cooling with 


| wet heat systems is coming to the 


Your 
Catalog Becomes 
a Powerful 
Selling Tool in 


Loose-Leaf 
Binders 


| front. Several manufacturers associ- 


ated with the products that provide 


| wet heat are marketing combination 


heating and cooling equipment. 
It is our opinion that heating and 
cooling cannot be separated. People 
are concerned with year-round com- 
fort, and no person selling heating 
equipment can entirely divorce him- 


| self from the cooling side. 


Our 


people are selling systems. 


| They cannot sell heating and say, 


Your sales volume increases when 
Heinn Binders add sales appeal to 
your catalog and Heinn-designed 
indexing stimulates buying action 
by giving facts in three seconds. 
Years from now, when ordinary 
binders are worn out, your Heinn 
covers will still be a credit in ap- 
pearance and performance. 


Heinn custom-styles loose-leaf 
binders to meet your sales need. 
Because the emphasis is on ideas, 
uncompromising standards and 
service, Heinn attracts customers 
whose names alone are recom- 
mendations. For proof of the satis- 
faction that Heinn delivers, con- 
sider the repeat orders that keep 
coming in...some from companies 
Heinn has served for 40 years! 


New... 


‘Facts at Your 
Fingertips,"’ the 
booklet that simplifies 
catalog planning. 
When writing for 

your copy, please 
indicate your needs 

in binders and indexes. 


THE HEINN COMPANY 


322 WEST FLORIDA STREET | 

MILWAUKEE 4, WISCONSIN | 
ORIGINATORS OF THE 

LOOSE-LEAF SYSTEM OF CATALOGING 
LEADERS SINCE 1896 
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| complete 
| satisfactory operation from the com- 
| plete system, regardless of the com- 
| ponent parts involved. . . 
| G. BOOKHOUT, 
| Journal 
| Conditioning 
| town, N. Y. 


| oilheating this 


| “You get the cooling from some- 
| body else.” The customer wants a 


system and he expects 


RAYMOND 
editor-in-chief, The 
of Plumbing-Heating-Air 


Contractors, Tarry- 


| Oilheating Looks Good . . Oil- 


heating continues to be the leading 


| form of automatic heat in use in 
| American homes, with an estimated 
| 7,600,000 oil burners operating at the 
| first of this year. New installations 
| in recent years have been averag- 
| ing around 800,000 annually. 


It has been customary, in evaluat- 


| ing the heating industry, to think of 
| its expansion largely in terms of 


the new home market. However, in 
has not been the 
largest factor. In 1954 new homes 
accounted for 43% of the installa- 


| tions while the other 57% went into 
existing homes. 


Oilheating, in contrast to other 
fuel applications, carries a close geo- 


graphical tie-in between the oil- 
burner and the fuel that it burns. 
About two-thirds of all oilheating is 
along the Atlantic seaboard and in 
that region the large bulk of oil- 
burners are sold by companies in 
the fueloil business, and vice versa. 
You don’t find this in the gas or 
coal industries. 

When we speak of the oilburner 
we are inclined to think of a specific 
mechanical device and visualize it as 
being placed into an existing boiler 
or furnace. Actually, however, only 
about 36% of new oilheating instal- 
lations involve the sale of only an 
oilburner. The other 64% include a 
new boiler or a new furnace. This 
fraction naturally covers the new 
home field and pretty much of the 
general replacement fraction. 

Oilheating, since the close of 
World War II, has had active com- 
petition from natural gas, and in 
four of the nine years since the war 
has been outsold by gas. Oilheating 
has some advantages in this race . . 
such as, for example, the constant 
availability of adequate supply of 
the fuel, whereas the gas supply is 
often limited by the capacity of a 
specific pipe. 

Oilheating also has an advantage 
in being sold by stronger merchan- 
dising outlets . . primarily because 
they have the stature that comes 
with the-oil business. Fueloil as a 
commodity is gaining favor with its 
producers in competition with other 
products such as gasoline, largely 
because fueloil has shown the great- 
est growth of any major petroleum 
product not only in volume but in 
total dollar revenue. 

As a result, the oil refining com- 
panies are increasingly inclined to 
spend money to help promote the 
wider expansion of the oilheating 
market. . . ROBERT GRAY, editor, Fuel- 
oil & Oil Heat, New York. 


Needed: Salesmanship .. One of 
the mainstays of the American 
economy is its construction industry 

. which has been growing by leaps 
and bounds for the past several 
years. Beginning with 1948, records 
have been consistently broken in the 
construction of new homes, apart- 
ments and industrial and commer- 


Continued on page 56 








HOW METALWORKING BUYING POWER 
IS CONCENTRATED 


Of more than 50,000 metalworking plants, only about 
2,000 have more than 500 employees. Yet these few 
plants employ 2/3 of all workers in all plants. 

Only 13% of all metalworking plants account for 79% 
of the total product value. Equipment, tools, materials 
and accessories are purchased in the same proportion. 
This buying power is also concentrated geographical- 
ly. Using sales of machine tools as an index of ac- 
tivity, 87.7% of the buying power is in 14 states. 
MACHINERY concentrates 88.78% of its U.S. circula- 
tion in these same 14 states. 

These are facts. They show why it is necessary to 
judge a publication by its coverage of buying power, 
rather than by mere circulation totals. 


REACHING THE BUYERS YOUR SALESMEN 
CAN’T SEE 


To advertise metalworking products successfully you 
must cove: the right plants. But you must also reach 
the real buying authorities in those plants — the engi- 
neering and production executives representing every 
phase and level of management. 


These men are of utmost importance. Many of them 





MACHINERY 
correlates 
Circulation to 
Buying Power 

in every Major 
Metalworking 
Market 


my 





ee, 





do not see materials or equipment salesmen. Nor, for 
that matter, trade-paper subscription salesmen. 


MACHINERY ’S combination of Paid Circulation and 
Directed Distribution penetrates the volume-buying 
plants by reaching these hidden buying authorities 
who — because they are inaccessible — are often 
missed by a publication which depends on all-paid 


circulation alone. 


HOW MACHINERY FINDS THE REAL BUYERS 


MACHINERY conducts a continual census to locate 
buying executives. Most of these men have long been 
subscribers to MACHINERY. Whenever we find a 
man who is not — and who has proved purchasing 
authority — we send him a personal copy of MA- 
CHINERY every month. 

Better than 20% of MACHINERY ’S circulation is Di- 
rected in this manner. The balance is Paid. Recipients 
of Directed copies must request continuance every six 
months. 


This form of coverage, which includes selective sub- 
scription selling, makes sure that your message pen- 
etrates the volume-buying plants thoroughly — and 
reaches more of the important, but often inaccessible, 
buying authorities. 


M5 MACHINERY 


Published by 
The Industrial Press, 
93 Worth Street, 
New York 13, N. Y. 


The Monthly Magazine of Engineering and Pro- 
duction in the Manufacture of Metal Products. 
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azy yesterday ... not so craz 


Look what aviation’s doing right now! Top 
scientists are forecasting interplanetary travel 
within our own lifetime. Airlines are heading 
into their greatest growth era — predicted to 
overtake busses and railroads in 5 years as our 
No. 1 passenger carrier. Today aviation’s as 
basic an industry as chemicals, autos, petroleum 
—an indispensable natural resource, a vital pro- 
tector of the nation’s welfare. 

Come get a close-up in American Aviation ... 
the $10 billion-a-year in new planes...the multi- 
billion government research program... the 
opportunities behind the airline's record-break- 
ing expansion. Here in aviation’s basic, most 
complete publishing service, you see the whole 
tight fraternity of bird people as one industry 
... in aircraft building, engine manufacture, 
equipment ...among civilian and business plane 
operators ...in airlines, terminal airports, gov- 
ernment and military. And you get a fresh per- 
spective on how to sell it! 

Whether you make tires or turbo-jets, lugs or 
lubricants, you'll fad a calling card to a bright 
future in American Aviation. 43,435 buying- 
powered readers, advertising value that’s 
jumped spate gains 300% within 6 years . . . the 
buyer's first choice is the seller's best buy! Ask 
us how American Aviation can best serve you. 


* 
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A TRIP TO THE MOON has fascinated the fly-boys 
for centuries. Hundreds of space ships have been con- 
jured up, with power plants utilizing everything from 
rubber-band motors to gunpowder. Here’s an English 
cartoonist’s version of one inventor's design for travel- 


ing The Milky Way. The date—1825. 


To keep ‘em flying higher, farther, faster... Am eC 4 Ca N Avi all O N 


1025 VERMONT AVE., N.W, WASHINGTON 5, D. C. LAGUARDIA AIRPORT, N. Y. 
139 NORTH CLARK ST., CHICAGO 2, ILL. + 9843 WILSHIRE BLVD., BEVERLY HILLS, CALIF. 
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analysis of paid subscriptions 


have individual subscriptions to 


Top Purchasing 


>< 
3S P 
S< Officer 


Top Operating 


Officer 


CLASS | RAILROADS, U.S.A. 


Top Purchasing 
Chief Executive 


Pres. or other 
Chief Executive 
Officer 


Top Operating 


Officer 


CLASS | RAILROADS, U.S.A. 





Akron, Canton & Youngstown Delaware & Hudson 

Atchison, Topeka & Santa Fe Delaware, Lackawanna & Western 
Atlanta & St. Andrews Bay — XXXX Denver & Rio Grande Western 
Atlanta & West Point (WA-Ga) XXXX  XXXX Detroit & Mackinac 

Atlantic & Danville XXXX7__ — Detroit & Toledo Shore Line 
Atlantic Coast Line (C&WC) XXXX  XXXX Detroit, Toledo & Ironton 
Baltimore & Ohio (SIRT) XXXX  XXXX Duluth, Missabe & Iron Range 
Bangor & Aroostook XXXX  XXXX Duluth, Winnipeg & Pacific XXXXit 
Bessemer & Lake Erie XXXX  XXXX Duluth, So. Shore & Atlantic XXXXt 
Boston & Maine XXXX  XXXX Elgin, Joliet & Eastern XXXX 
Cambria & Indiana XXXX — Erie XXXX 
Central of Georgia XXXXt XXXX Florida East Coast XXXX 
Central of New Jersey XXXX  XXXX Georgia & Florida XXXX 
Sentral Vermont XXXX = XXXT7 Grand Trunk Western XXXX 
Chesapeake & Ohio XXXX  XXXX Great Northern XXXX 
Chicago & Eastern Illinois XXXX  XXXX Green Bay & Western _ 
Chicago & Illinois Midland XXXX  XXXX Gulf, Mobile & Ohio XXXX 
Chicago & No, Western (CStPM&0) XXXX — XXXX Illinois Central XXXX 
Chicago, Burlington & Quincy (C&S-FWD) XXXX  XXXX Illinois Terminal XXXX 
Chicago Great Western XXXX  XXXX Kansas City Southern (L&A) XXXX 
Chicago, Indianapolis & Louisville XXXX  XXXX Lake Superior & Ishpeming XXXXT 
Chicago, Milw., St. Paul & Pacific XXXX  XXXX Lehigh & Hudson River XXXX 
Chicago Rock Island & Pacific XXXX  XXXX Lehigh & New England XXXX 
Clinchfield XXXX  XXXX Lehigh Valley XXXX 
Colorado & Wyoming XXXX — Long Island XXXX 
Columbus & Greenville XXXXT XXXX Louisville & Nashville XXXX 
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2s 3s § Pres. or other 
~ X< 
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>< 
=< >< 
<x 
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95.8% of the chief executive officers of U.S. Class I rail- 
roads (presidents; receivers or trustees where roads are in 
receivership) receive personal, paid, subscription copies 
of Ramway AGE. 


what 97.5% of the top operating officers of the same Class I 
the railroads are paid subscribers to Ramway AGE. 


bu la ° 87.4% of the top purchasing officers of Class I rail- 
ta tion roads are paid subscribers to Ramway AGE. 


shows what the figures mean: This means that RaiLway 
AcE reaches 93.6% of the top echelon positions in these 

three catagories. The percentage shown for each category 

is computed on the number of railroads covered by in- 








symbols 


XXXX get personal copies 
of RAILWAY AGE 


- XXX get personal copies 
through another office 










XX copy addressed to 
associate in office 






reads V.P.’s copy 

















































es & = es & = 
s/s, |§. sa js, (§. 
CLASS | RAILROADS, U.S.A. Fs =5 ss CLASS | RAILROADS, U.S.A. f= S£ se 
Maine Central XXXX  XXXX = XXXX Richmond, Fredericksburg & Potomac XXXX  XXXX = XXXX 
Midland Valley (Kansas, Okla. & Rutland XXXX__XXXX XXX 
Gulf-Okla. City-Ada-Atoka) XXXX  XXXX = XXXX St. Louis-San Francisco XXXX  XXXX  XXXX 
Minneapolis & St. Louis XXXX | XXXX = XXXX St. Louis Southwestern XXXX  XXXX  XXXX 
Minn., St. Paul & S. Ste. Marie (WC) XXXX  XXXX | XXXX Seaboard Air Line XXXX  XXXX = XXXX 
Mississipp: Central XXXX  XXXXi XX Southern Railway (CNOTP-AGS-GS&F-NONE) XXXX  XXXX = XXXX 
Missouri-Kansas-Texas Lines XXXX  XXXX = XXXX Southern Pacific (T&NO-NWP) XXXX  XXXX = XXXX 
Missouri Pacific (IGN-GCL-Ml) XXXX  XXXX = XXXX Spokane International XXXX | XXXXT | — 
Monongahela XXXX | XXXX = XXXX Spokane, Portland & Seattle XXXX XXXX — 
Montour XXXX = XXXX = XXXX Tennessee Central XXXX | XXXX — XXXX 
Nashville, Chatt. & St. Louis XXXX  XXXX | XXXX Texas & Northern ** OX. ji — 
. New York Central XXXX | XXXX — XXXX Texas & Pacific XXXX  XXXX © XXXX 
New York, Chicago & St. Louis XXXX  XXXX = XX Texas Mexican XXXX —§ XXXX = XXXX 
New York Connecting XXXX  XXXX = XXX Toledo, Peoria & Western XXXX  XXXXf XXXX 
: New York, New Haven & Hartford XXXX — XXXX — XXXX Union Pacific XXXX  XXXX  XXXX 
New York, Ontario & Western XXXX  XXXX =X Utah XXXX | XXXXf | — 
New York, Susquehanna & Western XXXX  XXXX | XXXX Virginian XXXX  XXXX = XXXX 
Norfolk & Western XXXX | XXXX — XXXX Wabash (AA) XXXX  XXXX = XXXX 
Norfolk Southern XXXX  XXXX — XXXX Western Maryland XXXX  XXXX XXXX 
Northern Pacific XXXX  XXXX | XXXX Western Pacific (SN) XXXX — XXXX = XXXX 
Pennsylvania XXXX  XXXX — XXXX ean ge 
Penn.-Reading Seashore Lines TMA bal ecae eee 
Pittsburg & Shawmut XXXX  XXXX — *No such title—each of the three executive board members are subscribers. 
Pittsburgh & Lake Erie XXX XXXX | XXXX ** President is executive of industrial (non-railroad) concern which owns railway. 
Pittsburgh & W. Virginia XXXX | XXXX | XXXX 
Reading XXXX  XXXX — XXXX RAILWAY AGE 
dividual paid subscriptions, including roads shown in 
parentheses. : 
This is but one example of the invaluable audience 
Raitway AGE provides for you among the key railway 
men who establish policy, make decisions, authorize ex- 
penditures, approve recommendations and do the buying. 6 
And remember, these groups are only a small portionof 9 =—~~~~_. ~~ ~~~ 
Ramway Acz’s more than 14,700 net paid circulation, “— ———// RAILWAY AGE 
, the major portion of which is concentrated on the Class I 


railroads. It explains why so many advertisers vote 
Ram.way Ace their No. 1 advertising medium in the rail- | NEW YORK 7—30 Church Street + CHICAGO 3—79 West 


way industry, and why it carries more advertising pages Monroe Street - CLEVELAND 13—Terminal Tower 
than any other railway business paper. Dallas + Los Angeles + Portiand, Ore. » San Francisco + Coral Gables, Fla. 
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No. 12 of a series, 


The 4 Dimensions 
of Industrial 
Publicity 


To plan and run a publicity 
program which shows up 
on the sales curve you have 
to think in four dimensions: 


1. OBJECTIVES, so that 
whatever you do serves a specific 
business purpose — like 

reaching difficult audiences, 
testing new markets, finding 
better distributors or teaching 
product application. We've 

a chart of 26 typical objectives 
which our clients pursue (available 
on request). 


2. ORIENTATION, with respect 
to your “publics”, be they 
customers, prospects and dealers 
(our specialty), stockholders, 
communities, legislators, or the 
lay public. 

3. METHODS, involving the 
nature of your shots (helpfulness, 
argumentation, news, or mere 
identification) their form (articles, 
items, conferences or newsletters) 
and the channels through which 
they flow (business magazines, 
newspapers, society meetings, 
mailings). 

4, ADMINISTRATION, embrac- 
ing organization, budget, staff, 
control and integration with other 
means of communication (adver- 
tising, direct mail and field 
saleswork being our favorite 
comrades-in-arms). 


Your Counsel 


Must Know All 4 


Both you and your publicity 
squad must measure up 

in all 4 directions (vot two 
apiece). Its objectives, orientation, 
methods and administration 
must match your own. Try us 


for size. 
Harry W. Smith 
Incorporated 


Technical Publicity and ¢diteriad Relations 


NEW YORK 

41 E. 42nd St. (MU 7-5367) 
CHICAGO 

Palmolive Bldg. (WH 3-1262) 
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cial buildings; and the trend con- 
tinues upward. 

In mid-December the F. W. Dodge 
Corp., construction news and mar- 
keting specialists, foresaw a 4% in- 
crease in construction business for 
1955, while the Department of Com- 
merce estimated 1,300,000 new 
housing units for this year, an in- 
crease of some 100,000 units over the 
1954 figure. 

What makes all of this significant 
in the plumbing and heating indus- 
try is that no structure . . least of 
all a housing unit . . can be consid- 
ered without primary attention to 
plumbing installations, and . . ex- 
cept for a few Southern states . . 
none without some form of central 
heating apparatus. The plumbing in- 
dustry is, therefore, closely allied 
with all building reports, results and 
estimates. 

Those who know the industry best 

. manufacturers, wholesalers and 
leading heating and plumbing con- 
tractors . . are unanimous on one 
thing: the fate of this industry lies 
in the hands of the individuals who 
make up the industry itself. This in- 
dustry needs salesmanship! It must 
be sold to the public, to builders 
and to individuals in the industry. 

To be sure, individual manufac- 
turers have, traditionally, kept up 
more or less consistent campaigns of 
advertising and promotion . . but 
each on his own and for his own 
products (and to heck with the com- 
petitors). But they are beginning to 
appreciate Benjarmin Franklin’s re- 
puted philosophy that “we must all 
hang together or we'll hang sepa- 
rately.” 

If plumbing and heating is so nec- 
essary, why should anybody bother 
to “sell” or to make any special joint 
effort as an industry-wide project? 
There are two reasons. 

Two important trends have grown 
up within or around this industry in 
the past few years: (1) the “do-it- 
yourself” trend and (2) the grow- 
ing tendency to purchase plumbing 
equipment and heating appliances 
from houseware stores, department 
stores and home appliance emporia 
rather than from the plumbing con- 
tractor. 

Home equipment stores, in in- 


creasing numbers and volume, have 
been doing a merchandising job with 
plumbing equipment not only 
kitchen cabinets (which was a start- 
ing point) but also kitchen sinks, 
laundry tubs, bathroom fixtures, 
heating equipment, water heaters 
and now food waste disposers. Each 
of these .. wherever it connects with 
the water lines or sewage system in 
a home, industrial building, apart- 
ment house or office building 
should be installed only by a li- 
censed master plumber who has the 
knowledge, training and experience 
to make a properly safeguarded con- 
nection. 

There is nothing that can be done 
. . legally, at this time . 
a department or furniture store, an 


. to prevent 


electrical supply store or any other 
store from selling such fixtures, ap- 
pliances and equipment. Hence, the 
answer to the problem lies solely in 
the hands of the plumbing craft . . 
the plumbing contractor . . to get 
out and do a selling job: To sell 
himself and his own reliability and 
standing in the community as a 
businessman. 

As to the “market” available to 
the plumbing contractor, the sky is 
the limit. Only recently a survey 
was completed showing the wide- 
open situation in rural areas: farm 
and suburban homes have been ex- 
panding rapidly. Farmers have been 
earning more within the past few 
years than ever before. Moreover, 
year by year more farms are being 
furnished with electric power 
either through REA, through pri- 
vate companies or their own gen- 
erating equipment. Today every 
farm home with electric power is a 
potential customer for the plumbing 
contractor. 

Yes, the sky is the limit for the 
heating and plumbing industry . . 
manufacturer, wholesaler, contrac- 
tor. They’ve thus far just skimmed 
the thickest cream off the top of 
this pot. There’s plenty more butter- 
fat left in the jar, but, like the 
farmer who really wants to get the 
full benefit out of his investment, it 
will take some work and dexterity 
to reap the full harvest that lies 
waiting for the smart men in the in- 
dustry. . HERMAN G. LUSTFIELD, editor, 
Heating & Plumbing Merchandiser, 
New York. R 













Want coverage in the 
AUTOMOTIVE FIELD? 





Buyers of metals and 





metal products at GENERAL MOTORS 


READ GG COPIES of AMM DAILY! 


As a matter of fact, year after year, automobile manufacturers and 
assemblers who are ABC subscribers to AMM produced over 99% 
of the industry’s total production.* It takes a vital and valuable 
editorial appeal to attract such an audience — and AMM has it. 
AMM provides nearly 11,000 tonnage buyers of ferrous and non- 
ferrous metals and metal products in all industry with today’s 
market news today and every day. Is it any wonder that AMM 
carries more metal and metal products advertising than any other 
publication in its field? 


To sell metal in tonnages economically, advertise in American Metal 
Market, long known in the metal trades as “The Metal Authority.” 
Facts and figures on rates and circulation on request. 


*Source: Statistical department of 
the AUTOMOBILE MFGRS. ASS‘N. 





YOU’RE IN GOOD COMPANY 
WHEN YOU ADVERTISE IN AMM 


Here are a few of the 300 firms 
who are advertising regularly in AMM 
BETHLEHEM STEEL * AMERICAN BRASS 
CRUCIBLE STEEL * CHASE BRASS 
BABCOCK & WILCOX * REVERE COPPER 
ELECTROMET UNION CARBIDE * ALCOA 
EDGECOMB STEEL & ALUMINUM ® U.S. STEEL 
INLAND STEEL * KAISER ALUMINUM 
ST. JOSEPH LEAD * REYNOLDS METALS 
COLORADO FUEL & IRON * SCOVILL MFG. 
FEDERATED METALS * TITAN METAL 
KENILWORTH STEEL * NATIONAL LEAD 
BRIDGEPORT BRASS * NEW JERSEY ZINC 





AMERICAN METAL MARKET 
18 Cliff Street, New York 38, New York 


Since ]899 The Daily Newspaper of the Steel and Metal Industries 
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SHORT YEARS, 


since the need took seed, 
CHEMICAL MATERIALS 
CATALOG has progressed and 
matured. Its strong root structure 
stems from the constant need 
for one central source of 
product facts. Now distributed 
to process plants from coast 

to coast, CMC and its complete 
Directory of Producers section 
provides answers to almost 

any chemical or raw material 
selection problem. 


CLOSING MAY Ist! 


Time is short if you want to 
sell all next year to 
specifying teams in over 
10,000 process plants. To meet 
the increased demand for CMC, 
distribution of the 1955-56 
edition will be upped to 
18,000 guaranteed. 

And closing date is May Ist, 
this year! So rush contract 
and catalog copy pronto! 






wee =... 

CHEMICAL MATERIALS CATALOG 
& DIRECTORY OF PRODUCERS 

Sells Chemicals and Raw Materials 


REINHOLD 
Publishing Corporation 


430 Park Avenue 
New York 22, N. Y. 


at 


an 
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problems 


in Industrial Marketing 


by BOB AITCHISON 


Engineers are scarce; how do 


you lure them to sales jobs? 


Sales heads answer query: 
e Offer more pay 
© .. more interesting work 


e.. travel, human element 


R. C. Johnson 
Sales Manager 
Simplicity 
Engineering Co. 
Durand, Mich. 





® BASED ON comparatively recent 
experience in Canada, we feel that 
the main reason a concern can at- 
tract an engineer into sales work is 
the fact that many engineers are 
interested in sales work and believe 
they can do better financially . . and 
also have a more interesting job 
wherein they can utilize their en- 
gineering ability. 

Simplicity Engineering Co. hap- 
pens to have that exact condition 
wherein the bulk of the men who 
have made the best record as sales- 
men have all had an engineering 
background. 

For this reason, when we recently 
started up our new Canadian or- 
ganization, we listed our require- 
ments for manpower with the Tech- 
nical Association of Canada, which 
maintains a running inventory on 
all graduate engineers. Surprisingly, 
they obtained nineteen responses 
over a period of three weeks, which 
indicates that many engineers are 


interested in obtaining a_ position 
where they can combine sales and 
engineering. 

Improved financial position and 
interesting work are the two prin- 
ciple motives in any man’s work and 
I believe a company with a varied 
engineering line, such as we have, 
will always be able to attract engi- 
neers working as salesmen. 


By Carl F. Burling 
Sales Manager 
Industrial 

Furnace Div. 
Lindberg 
Engineering C 
Chicago 





™ THE AMBITIONS and desires of a 
group of graduating engineers is 
almost as varied as that of a high 
school graduating class. Many have 
taken engineering courses and have 
done them full justice, yet are not 
equipped for design or creative jobs 
in development or research. 

Many engineers, upon graduation, 
signify their major interest to be 
sales or sales engineering. They are 
anxious to get into these fields be- 
cause the creative application of a 
piece of technical equipment to a 
given problem is challenging, satis- 
fying and so necessary. These men 
should be counseled not to attempt 
to rush into outside selling without 
becoming well grounded in com- 
pany procedure and products. 

Technical selling today requires 
more engineering aptitude and back- 
ground than ever, since the sales- 


Continued on page 60 





When process industries specifiers make inquiries after 
consulting product data on mixers in Chemical 
Engineering Catalog, 90% of such investigations re- 
sult in purchases. Thus, for 68 manufacturers of mixers, 
CEC provides the year ‘round selling power that keeps 
their equipment moving. Where? Into a sizable share 
of the over 14,000 Dun & Bradstreet company-rated 
plants where CEC is the exclusive working encyclo- 
pedia of 21,000 specifying teams. Whatever their 
mixing prohlems—powders, thin fluids, light paste, 
semi-viscous materials or heavy masses—these process 
men turn first to CEC. In its 2,000 fact-packed pages, 
they also find up-to-date data on process equipment, 
engineering services, materials of construction, pro- 
vided by 563 leading companies. 


For your copy of “Equipment Survey” covering 24 
different types of process equipment, write today direct 
to Research Dept., Reinhold Catalog Division. 


neal 66 


CHEMICAL ENGINEERING CATAL 


i? | REINHOLD 
| PUBLISHING 


OG 


MANUFACTURERS OF MIXERS USING, 1954-55 CEC 


Number years 


Company 


Abbe Engineering Co. 
Abbe, Inc., Paul 0. . 
Acme Coppersmithing 
& Machine Co. ..... 
Alloy Fabricators Div. . 
Alsop Engineering 
Corporation 
Artisan Metal 
Products, Inc. ..... 
Bailey & Co., 
Baker-Perkins, Inc. 
Bethlehem Foundry 
& Machine Co. .. 
Blaw-Knox Co. 


Caldwell Co., 

Camden Copper Works M 
Chemineer, Inc. .................. 
Cleveland Mixer Co. ... 
Colonial Iron Works C 
Condenser Service & 

Engineering Co., Inc 
Cowels C6. ,° IAG. .s3..cecsceczsns 
Cream City Boiler Co. ........ 
Dey Co. faei25, We... 
Devine Mfg. Co., Inc 
Door Company 
Eastern Industries, 
Entoleter Div. 

Ertel Engineering Corp. .... 
Farrel-Birmingham 

Ce aes. cctcuesanas 
Filpaco Industries, Inc. 
General American : 

Transportation Corp. 

Turbo-Mixer Division 
General Machine 

Co. -OEN. Ji och. dese 
General Tank Corporation... 
Graver Tank & 

Mfg. Co., Inc. 
Grenier & Co., Inc. .....0..0... 
Hardinge Co., Inc. .....2.0...... 
Haveg Corporation . 
Industrial Process 

CRNNere 4c... cae 


. 24 


3 
34 


- ae 


14 


Number years 


Company 


Infilco, Inc. 
International 

Engineering, ‘Inc. .......3...: 
Koven & Bro., Inc., L. 0. 
Leader Iron Works, Inc. .... 
Manning & Lewis Eng. Co... 
McNamara Mfg. Co. ............ 
Mixing Equipment 

Ce FING oscaseavtdenlaccementeies 
New England 

Tank & Tower Co. ... 
Nooter Corporation 
North Co., H. W. .. 
Patterson Foundry 

EC 
Patterson-Kelley Co., Inc... 
Pneumix Air Motored 

Aagttaters DIV: sciciccecccnne 
Read Standard 

Corporation.. 
Renneburg & So 

Co., Edward 
Ross & Son Co., 

Inc., Charles 
Sackett & Sons Co., A. J. 
Simpson Mix-Muller Div. .... 
Sprout-Waldron 

S68. Ne. iui 
Star Tank & 

Filter Corporation 
Stedman Foundry & 

Machine Co., Inc. .. 
Stevenson Co. 
Stover Steel Ta 

& Mfg. Co. 
Struthers-Wells Corp. 
Sturtevant Mill Co. ..... 
Sun Shipbuilding 

& Dry Dock Co. .......)...... 
Tippett & Wood ..... 
Troy Engine 

& Machine Co. Ricca 
Union tron Works .......:.... : 
United States 

Stoneware Co. ..,...... 
Vulcan tron Works . seas 
Worthington Corporation .. 


12 TYPES OF MIXERS SOLD IN CEC 


Continuous, 
liquid, proportional 


Impeller type, change can 


Kneader type, continuous 


Mulling type 
Solids blending, 


in CEC 
. 30 


15 
37 
25 
3 
3 


32 


se 30 
Bee 3 


i) 


34 
16 


8 


. 34 


y 
ya) 
4 
yal 
31 


1 


ribbon type 
Solids blending, 
rotating vessel 
Solids blending, 
rotating vessel equipped 
with attrition plotes 


Impeller type, laboratory 
Impeller type, portable 
Impeller type, side-entering 
Impeller type, 

top & bottom entering 
Kneader type, batch 


rN CORPORATION 


430 Park Avenue, New York 22, N. Y. 
Chicago * Cleveland 

Los Angeles * San Francisco * Seattle 
Denver * Houston 





April 1955 /'59 












Ig that Lead to 









- Ww me 
Ti p Ss. he e 
ISAT PA KING 






oebovt 






Pieose rov'e 











INDUSTRY NEWS 
he 1955 canne : 

last years 
civilian conser 
1 VieC 

poser the associaticn 
‘canned meats auring 


; merchandising 
d meats met" : ‘ pr 
record high produc 
mption alone, we 


Plans for the a 
Canners Associ 


aimed at surpassing 
| 386, 169,000 lbs. for ae 
nounced recently DY rare — 
in C Retailers n ssU 
hicago — 


in Ws n 


an 
ation 
they wl 
7 the 


on 





ny we 
j Slaughtering capacity 9° 
h Dakota: Slaughter pacity of 
: na in Huron will be increased > 3 
"program now in progress, Vu 
: — cki Company, will 
yg firm, Marion Packing Company fe 
A new os, Marion manutacturing a com 


As an 
Advertiser— 


Juron, Sout 
Company's P 
a remodeling 
plant manager 










i Marion, Illinois s. — Ee com 
Here Ss what ~ begin operations March Sad and smoked meats inde 
is e 1 ul . = ~ -avaglia, general 
aig et: ong Bo! owany i Friendly Maid, R. Garavag! 
: the bran me of * 
y 9g manager, er omg) nah iat iia 
ib N y e ] U Caisse 
. anarene New VIE X1C : ; SS amet 
” TIPS _ AlbuTieleria Rd., has just finished ant 
a ] nterin >i ak 
cual : ddition to its slaughtering F we he 
cooler addi to slaughtering P conc 
iti ially increase killing ¢ } 
Plant Additions Louis Palmer i ee eaiall: Beal, tac 
Sioux City, lowa: Sioux City Dressed Pee nonth 


cag pansion of me 
$250,000 expansic e president, annou! 





. work on @ cutive vic : eee) a. 

Plant Remodeling Lloyd Needham, executive rohhers Packing Company, P- © 
ridian, MississipPl its operations and will inclenir 

Meridior ee js expanding i oeerkers within the next tw 

i " to a total of 2UU Wer” ager, announce 
Equipment pur employment Sheppard, general manag 

mo is ; i 
chases planned PERSONALITIES IN THE er directors of Armour ane 
Chi o, Illinois: The board, Or named R. H. Borchers ge" 

Personnel changes “Company, Union Stock Povision. Sees 
~) manager of the pot i has been elected pres 
an as: Jack L th & Read Sts.,a @ x 


: 3 
Coffeyville, Kans ; ra 
olleyv} . lle Packing \° 
at . ryille Facklly 

ident of Coffeyvu! New York Ci 


of Stahl-Meyer, Inc 


The NATIONAL PROVISIONER has more services to help 
you get a bigger slice of the $15 billion Meat Packing Industry 


(Second largest single manufactured product industry) 


The NATIONAL PROVISIONER—for 64 years the recognized authority 
and headquarters for meat industry information, is the most extensively 
quoted source. Published weekly because of its timely news and editorial val- 
ue, NP is bought and read by 97% of the packing plants you want to sell. 
Advertisers prefer the Provisioner because it produces results. It consistently 
carries the largest volume of advertising—more than TWICE as much as the 
next publication. Use The National Provisioner to sell your product to the 
owners and managers who make the buying decisions for more than 4,000 
primary plants. (Packers, Sausage Manufacturers, Renderers). 


, Write for outline of National Provisioner’s 5-point Merchandising Package 


Tiuamet | 











THE 





ATIONAL > 


Leading Publicatién in the Meat Packing and Allied Industries Since 189) 
| 


15 WEST HURON STREET * CHICAGO 10 | 
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man becomes adviser and confidant 
of the customer's group of engineers. 
New products, new equipment and 
new processes must be sold in order 
that technology may progress. Who 
can sell them better than the en- 
gineer who has labored with them 
and understands them? 

Some engineers are already at- 
tracted to sales and sales engineer- 
ing when they leave college. That 
they are needed in this work is obvi- 
ous. There is a great shortage of 
these men and they can be brought 
to individual plants only by pointing 
to a definite path of progress in the 
organization, both in responsibility 
and in financial gain. Today it helps 
also to provide pleasant work sur- 
roundings and to show some thought 
regarding the employe’s future wel- 
fare and security. 

It is expected that some 22,000 
engineers will be graduated this 
year, which number will be reduced 
by the armed services. The re- 
mainder just won’t go around. Many 
of us will be glad to get those boys 
who have had a year or two of col- 
lege engineering and who for rea- 
sons, other than scholastic, have 
been forced to leave school. 


By H. V. Stehl 


Vice President and 
General Manage! 

f Sales 
Inland Steel 
Products Co. 


Milwaukee, Wis 


® Frankly, I think the basic answer 
to your question is that many gradu- 
ate engineers prefer sales work and 
actually seek us out. 

Leading universities with highly 
rated engineering programs attract, 
hold and graduate large numbers of 
students who become schooled in 
the scientific method but often do 
not become sufficiently fascinated 
with the direct application of their 
knowledge to select a career in man- 
ufacturing, design or research. 

Sales work . . its opportunities for 
meeting people, for travel, for re- 
muneration . . and its constantly 
changing challenge does the “attract- 
ing” for us. = 








show them on a new 


a-Lite Hilo 


“PUSH-BUTTON” PROJECTION SCREEN apreipnee 


a 2-in=1 screen 


Introduces the NEW COMET 
NEW VERSATOL - NEW CHALLENGER 


PROJECTION SCREENS 
Vv 


| THE ROYALTY OF 





with New glass-beaded surfaces which improve color projection... 
New exciting colors... New styling. ..New easy operating features. 








THE NEW 
COMET 


THE NEW 
CHALLENGER 


THE NEW 
VERSATOL 


Ask your Audio-Visual dealer to show you these new 1955 models by Da-Lite. 


DATE} PERFECTION IN PROJECTION SINCE 1909 














EXCLUSIVE 3-WAY 
VERSATILITY! 





SET IT HIGH 
to 48°’ from floor 
for larger audiences 











SET IT LOW 
from 14° off the 
floor for smaller 


remove from 50” x 50” 
tripod and 
hang on wall $3525 


in minutes 














“PUSH-BUTTON” IN ACTION 


Ds 


1. Hold screen ver- 2. Extension rod 3. Swing to hori- 
tically above floor pops up .. . legs zontal position, 

. touch “Push- glide open... hook and raise to 
Button’ at goose- desired setting. 
neck... 


FREE! “Better Audio-Visual Planning.” Tells how to 


get more thrilling brilliance in slides, movies. 


MAIL COUPON TO: Da-Lite Screen Co., Inc. 
2709 North Pulaski Rd., Chicago 39, Illinois 


Send my copy of “Better Audio-Visual Planning.” 





April 1955 /61 



























President Superintendent of Construction Equipment Design Engineer y 


All these and 751 more 





Manager, Atomic Power Division Design & Development Engineer Project Engineer 


,M.E.’s at Westinghouse 





V.P— Research Laboratories Experimental Engineer Order Interpreter 
read Mechanical Engineering monthly! 


Mechanical engineering is fundamental to most industrial 
fields. This is typical of the electrical industry where the 
men who dominate the specification and purchase of equip- 
ment read MECHANICAL ENGINEERING —regularly, 
every month. Why? Because these men, from president to 
staff members, are mechanical engineers. And they depend 
on MECHANICAL ENGINEERING for authoritative re- 
porting of technical news and information. 


Without waste circulation, MECHANICAL ENGINEER- 
ING puts your sales story before this, the world’s largest 
audience of mechanical engineers—35,000 men who design, 





develop, produce, install, control and operate mechanical 
equipment. Mechanical engineers keep your sales moving— 
and MECHANICAL ENGINEERING motivates mechani- 


To 35,000 mechanical engineers, ME is their 
magazine... published by their Society, and 
cal engineers. edited solely to serve their needs. 


Engineers are educated to specify and buy 


Mechanical Engineering 


ee 
ey = Published by 
S és | THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS 
(0) —j 29 West 39th St., New York 18, N. Y. 
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What will you have .. 
readership or sales leads? 


By Herbert G. Ahrend President * Ahrend Associates, New York 


™ SHOULD advertising men. . par- 
ticularly industrial advertising men 
.. be worried about the trend toward 
greater management interest in in- 
quiries? My contention is that they 
should not; they should be pleased. 

The article on inquiries and read- 
ership by Howard G. Sawyer (IM, 
Dec.) bemoans the possibility that, 
in the “anxious” counting of in- 
quiries resulting from ads, “a gen- 
eration’s worth of progress in de- 
veloping an appreciation of ‘prefer- 
ence-building’ advertising runs the 
risk of going by the board.” I ques- 
tion (if this is indeed the case) 
both the concept that this be pro- 
gress; and the definition of “prefer- 
ence-building” advertising inherent 
in the statement. 


Preference via Coupons? .. We 
workers at advertising are too prone 
to look upon ourselves as pure art- 
ists, building something apart from 
the realities of that dirty business 
known. as selling. I contend that the 
advertising which truly builds pref- 
erence also builds sales, and vice 
versa, if our company’s product is 
good and fairly priced. I know of no 
better method of “building prefer- 
ence for years ahead” then the very 
technique which Mr. Sawyer seems 
to put down as exclusive of that 
aim, ie., “getting coupons and read- 
er service cards next month.” 

For these coupons . . always as- 
suming that our advertising which 
attracts them has been honest and 
forthright . . enable our companies 
(or clients) to bring to bear, at the 
point where sales can be closed, not 
only the abilities of the salesman 
and his superiors. They permit the 


An argument about inquiries 


Herbert G. Ahrend.. 

“Obtaining sales leads is 
by no means a secondary 
purpose of business paper 


advertising.” 


April ¢ 1955 


Industrial Marketing 


Howard G. Sawyer. 

“Obtaining sales leads is 
usually only an incidental 
objective of the preference 


building campaign.” 


Inquiries attracted by advertising can be wonderfully valuable. But are they really the 


primary objective of industrial advertising? 


No, warns Howard G. Sawyer, vice-president in charge of plans and marketing, James 
Thomas Chirurg Co., New York and Boston agency. He said so, and had some things 
to say about “building preference” for your product and company through advertising, 
without seeking inquiries, in an article in the December issue of Industrial Marketing. 


But Mr. Ahrend, in this article, refutes the idea that inquiries can be anything but a 


primary objective of advertising. 


What do you think? 





use of our own capacities to greatest 
effect, because we can now plan ad- 
vertising (in the form of follow-up 
brochures, “‘tell-all’ catalogs or fold- 
ers, even . . God save the mark . . 
“preference-building” 
pieces) which will be delivered di- 


institutional 


rectly to our most interested pros- 
pects. 

And delivered to them at their 
own request . . a reasonable guar- 
antee of thorough reading . . and 
presumably, also, at a time when 
the prospects are in a mood to buy 


our products or are at least actively 
interested in investigating our field. 

What’s wrong with that? 

Why should we, then, be worried 
whether or not we can use inquiries 
as a gage of ad readership? The 
emphasis should be rather 
gaging the sales effectiveness of the 
advertising we produce. 


upon 


Like Your Ads But Don’t Buy.. 
A sales manager of my acquaint- 
ance, who is in no way unfriendly 
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to advertising, tells of this experi- 
ence: a friend was complimenting 
him upon the splendid campaign his 
firm was currently running. It cer- 
tainly built a friendly feeling for his 
firm, he said (in Mr. Sawyer’s term 
it built “preference”). The sales 
manager was tactless enough to ask 
whether his product was in use by 
his friend’s company. No, was the 
reply; they always bought “X’s” 
(naming a principal competitor, who 
used hard selling ads). Why? Well, 
so-and-so likes them because 
and the hard sell in those other ads 
came almost verbatim out of this 
prospect’s mouth! 

If there’s a moral to this true tale, 
it is that “preference-building” can 
be carried to the point where it is 
allowed to elbow out the sales argu- 
ments needed to close the order. 

There is no surer way to build 
preference for tomorrow than to 
place your product in the prospect’s 
plant or office today. 

Readership studies, in my possibly 
unqualified opinion, cannot show 
preference-building per se, any 
more than that factor can be 
judged by the number of inquiries 
elicited. There are too many ther 
factors involved, as Mr. Sawyer 
properly indicates; on the one side, 
the ad may have been designed only 
to draw requests for brochures, 
while on the other, it may be a car- 
toon-type ad, planned to create high 
readership but leaving few, if any, 
relevant facts about the product in 
the potential buyer’s mind. 


Either, Or? . . It is, therefore, un- 
fair to imply, as that article does, 
that there exists an inevitable di- 
chotomy: either preference-building 
or inquiry-pulling. 

General Electric is but one of 
many instances of strong advertis- 
ing copy which explains new prod- 
ucts and their uses in a manner cal- 
culated to build prestige (or if you 
prefer, preference) and at the same 
time, attracts those actively inter- 
ested to the point of their taking ac- 
tion, i.e., asking for brochure. 


The assumption in the article that 
there is, as the bold face subhead 
puts it, “one use only for inquiries” 
is not only unjustified; it is inac- 
curate. We ourselves have designed, 
for many large and small clients, 
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mailing pieces (some of which the 
client subsequently used as the basis 
of space ads in the business papers) 
which drew inquiries for every one 
of the purposes Mr. Sawyer arro- 
gates to the exclusive use of non-in- 
quiry drawing, “preference-build- 
ing” advertising. Such inquiries give 
the advertiser the perfect opportu- 
nity to explain his “design features, 
performance, company reputation, 
etc.”; and beyond any doubt, in- 
quiries “will serve to advance the 
sale in either of the following cases: 
(1) when the representative calls or 
(2) when a prospect has a need.” 


Agonizing Appraisal. . Obtaining 
sales leads is by no means . . or 
rather, should by no means be . . 


“a secondary purpose” of advertis- 
ing, especially advertising in busi- 
ness papers. If this necessary step 
to the closing of the sale is indeed 
“usually only an incidental objec- 
tive of the preference-building cam- 


paign” (the italics are Mr. Saw- 
yer’s), then we in the advertising 
fraternity are drastically in need of 
what the Secretary of State has 
called an “agonizing re-appraisal” 
of ourselves and our purposes and 
achievements. 

This brief rebuttal is in no sense 
to be construed as a personal attack 
upon Mr. Sawyer, whose past con- 
tributions to IM have been brilliant 
and are on my own reference shelf. 
I feel that he, on re-examination, 
will agree with my position. ® 





If SIC audits won't work, 
why not sworn statements? 


Problem’s not chicanery, but ‘marvelous diversity of industry’ 


By George W. N. Riddle Director 


® I SHOULD like to commend INDUS- 
TRIAL MARKETING for opening the 
pages of its February issue to de- 
bate on the subject of Standard 
Industrial Classifications in business 
paper circulation audits. 

Having spent several years buying 
industrial media . . from the very 
same GE “desk,” in fact, which Mr. 
Walters subsequently occupied . . I 
can readily understand why he and 
other advertisers regard SIC cir- 
culation breakdowns as a consum- 
mation devoutly to be wished. 

Having also wrestled . . as a some- 
time director of Business Publica- 
tion Audit . . with the mechanics of 
the problem, I am likewise vividly 
aware of the bear-trap that space 
buyers are setting for themselves 
when they demand that such data 
be a mandatory requirement of cir- 
culation audits. 

The simple fact is that a blanket 
introduction of SIC into circulation 
audits will compel many publishers 
knowingly to furnish buyers with 





{ Development * Putman Publishing Co., 


Chicago 


information which, even if accurate, 
is nevertheless misleading. At the 
same time it will compel the audit 
bureau to place its seal of approval 
upon such misinformation. 


Skulduggery? . . The paradox of 
information which is accurate but 
still misleading arises, as the ABC 
committee has pointed out, in the 
existence of a multitude of multi- 
product plants in American indus- 
try, with consequent options in as- 
signing industry classifications to a 
single establishment. 

On the “Letters to the Editor” 
page, Mr. Bradford Cole 
chicanery in publisher’s choice in 
such matters, and proposes to re- 
move it by requiring the uniform 
classification of a given establish- 
ment, according to its major prod- 
uct, as reported by some independ- 
ent source such as Dun & Bradstreet. 

Let us see what happens when 
we apply Mr. Cole’s proposals to the 
example cited by the ABC com- 


scents 









mittee, namely the Colts Mfg. Co. 
of Hartford, Conn. 

If the committee’s statement is 
correct, the Colts plant can proper- 
ly, and without chicanery, be classed 
under firearms (SIC 19), packaging 
machinery (SIC 35), or plastic 
’ products (SIC 39). Dun & Brad- 
street classifies it under SIC 19, 
Small Arms, which we can safely 
accept as the correct designation of 
the major product. 

Now let us assume that a plastics 
publicaticn has, quite properly, one 
or more copies going into the Colts 
Mfg. Co., directed to personnel con- 
cerned with the plastic products end 
of their business. These copies are 
accurately channeling their adver- 
tiser’s message to a unit in the plas- 
tic products industry, which is pre- 
sumably exactly where the adver- 
tisers desire their messages to go. 

Yet, under Mr. Cole’s proposal, 
the publisher of this plastics maga- 
zine would be compelled to tell his 
advertisers, under oath, that this 
portion of his circulation is going 
not to the plastic products industry 
at all, but to the small arms indus- 
try. To compound the felony, the 
audit bureau would be compelled 
to substantiate this palpable false- 
hood. 


Two Objectives . . What perhaps 
has so far been overlooked is that 
we are in fact trying to deal with 
two entirely separate objectives. 

If the purpose of a circulation 
statement is to reveal, as honestly 
and as accurately as possible, the 
true character of the audience, then 
industrial classification figures 
should give credit to “minor” prod- 
ucts whenever the minor product is 
the reason why the magazine is 
going to the plant. 

If, on the other hand, the purpose 
is to permit correlation of adver- 
tising expenditures with independent 
marketing data, which themselves 
are based on major product classi- 
fications, then circulation classifica- 
tion should likewise be based 
entirely on major products. 

The point is that two such diverse 
objectives cannot both be served 
properly by the same set of statis- 
tics. 

The best solution would seem 
to be to recognize that SIC classifi- 


cation statistics, by their very na- 
ture, do not merit the prestige of an 
auditor’s seal of approval, and to 
keep them outside the scope of the 
audit. 

May I suggest that progress 
towards enabling advertisers better 
to correlate their media expenditures 
with other SIC marketing statistics 
can best be made by keeping the 
problem entirely apart from the 
evaluation of audience characteris- 
tics. 

Can we not face the fact that SIC 
classifications do not necessarily 
provide the most accurate possible 
description of circulation? 

Can we not recognize that the 
principal source of the frustration 
of which Mr. Walters speaks is not 
the obstinacy or chicanery of pub- 


lishers, but the marvelous diversity 
of American industry? 


Surrender or Withdraw . . 
Demands for audited SIC data with- 
in some rigid and mandatory frame- 
work, or which Mr. Walters 
implies may be just around the 
corner . . demands for audited data 
on “readership” or “buying influ- 
ence” are in fact demands for an 
oath which many publishers may 
feel, in good conscience, they can- 
not take. The alternatives, then, are 
either to surrender to the demands 
or to withdraw from the audit bu- 
reau. 

Are these really the directions in 
which Mr. Walters would have the 
members of the business press keep 
pace? . 





Too Soon 


Dun & Bradstreet goes slow 
on request to help SIC audits 


= NEW yorK .. Dun & Bradstreet, 
business credit rating service, has 
declined an invitation to resolve the 
current argument over whether 
audited business publication circu- 
lation can be broken down into U. S. 
Standard Industrial Classifications. 

Dun & Bradstreet received the in- 
vitation in a letter from Bradford 
H. Cole, advertising manager, Con- 
tinental Screw Co., New Bedford, 
Mass. Earlier Mr. Cole had urged 
publishers and advertisers to bring 
D&B into the picture as a “disinter- 
ested third party” in a letter to the 
editor in INDUSTRIAL MARKETING (IM, 
Feb.). 

In his letter to D&B, Mr. Cole 
said that it was in the best position 
to decide impartially into which 
U. S. classifications companies could 
be classified, and asked D&B to offer 
its services and meet with publishers 
to discuss estimated costs. 

In a letter of reply, H. B. Idle- 
man, director, Marketing Services 
Co., a division of Dun & Bradstreet, 
said that “before we take an aggres- 
sive position in offering our services, 
and surely before we can put a cost 
estimate on what we are to do, 


there are a number of matters on 
which agreement’ should _ be 
reached.” 

How to classify multi-product 
companies, he said, is only one prob- 
lem. 

“Another has to do with sales 
branches, company-owned distribut- 
ing organizations or company- 
owned financial organizations,’ he 
said. “Publishers often insist that 
these operations are part and parcel 
of the manufacturing operation, and 
should carry the manufacturer’s 
code number. By function, however, 
they are not manufacturers, and 
carry the code number which des- 
ignates their true function.” 

Company subscriptions in bulk, 
which do not give names of indi- 
viduals, are still another stumbling 
block, Mr. Idleman observed. And 
he warned that several factors, in- 
cluding classifications on a plant- 
by-plant basis, would run up the 
cost. 

But he said that Dun & Brad- 
street representatives would be glad 
to meet with publishers and adver- 
tisers “to consider the matter thor- 
oughly.” ® 
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Do baby pictures bore you? 
Then see what they did for Visking 


Handled this way, their merchandising push helped build a market 
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By Leo Anderson 


® sOME 25 YEARS AGO when Visk- 
ing salesmen sold their sausage 
skins by carrying a bucket of hot 
dogs around to local butcher shops, 
no one thought the day would come 
when this touch of showmanship 
would be replaced by a baby con- 
test. 

Those were the days when few 
self-respecting makers 
would think of encasing their prod- 
uct in anything but animal guts. 
And Visking had a hard time con- 
vincing them that cellulose sausage 
casing was the coming thing. 

Often a hot skinless frankfurter 
served by a salesman to an icy-fin- 
gered butcher in a cold meat room 
was the opening wedge that brought 
requests from the butcher to the 
sausage makers for more such prod- 
ucts. 

Visking’s merchandising methods 
have changed considerably since 
then. They’re still rather devious ... 
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sausage 


Marketing 


purchase of 


which sells skinless frankfurter casings to meat packers, st 
skinless franks. That builds business for 
ove, explains contest to packers. 
sort of a “remote sell” . . but much 


more effective. 

We're talking about the Visking 
Corp. of Chicago . . or more exactly, 
since the company has come of age, 
of the Clearing Division of Visking. 
The division makes more synthetic 
sausage casings than any other com- 
pany in the country. 

And the way it promotes and sells 
those casings to the meat packing 
industry is something unusual in 
industrial marketing. 

As Visking advertising manager 
William R. Hemrich puts it: “We 
advertise something we don’t make 
to sell something the consumer 
never sees.” 

In this case he’s talking about 
skinless frankfurters. Visking ad- 
vertises skinless frankfurters, which 
it doesn’t make, in order to sell 
skinless frankfurter casings, which 
the consumer never sees. (The skins 
are stripped from the frankfurters 
and discarded by the _ sausage 
maker.) 





Contest Ad .. Ads in general maga 


contest to public. 


zines announced 


Sells Sausages First .. Mr. Hem- 
rich estimates that 90% of Visking’s 
advertising and promotion money 
goes not to sell sausage casing but 
to increase the consumption of sau- 
sages. The idea is that if more peo- 
ple buy sausages, Visking’s sales 
will increase automatically. 

The biggest company promotion 
in this direction has been a series 
of nation-wide contests for consum- 
ers. The first contest was held in 
1953. In that one, people were asked 
to write a caption for a picture of 
one of the famous Bannister babies. 

That contest brought 
200,000 entries . . each one accom- 
panied by a label from a package 
of skinless frankfurters. 

Baby pictures figured in the 1954 
contest, too. But this time the pic- 
tures were those the entrants took 
of their own babies. This brought 
more than 100,000 entries, vying 
for 200 prizes topped by a $5,000 
first prize. 

In 1954, the contest was announced 


in about 
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in two-color, full-page ads in Amer- 
ican Weekly, Life, Parents’ and Pho- 
tography. At the same time, ads in 
retail publications announced “an- 
other sales-making Visking contest” 
and urged the retailer to make his 
store headquarters for the contest. 

These ads appeared in Chain Store 
Age, Food Topics, Meat & Food 


Merchandise It . . Trade paper ads 
push contest to retailers. 


Merchandising, National Grocers 
Bulletin, Progressive Grocer and 
Super Market Merchandising. 


Customers Take Part .. “The 
beauty of the contest,” according to 
Mr. Hemrich, “is that we get the 
packers to do something about it. 

“We don’t just run a lot of ads 
and then wait for the customer to 
say, ‘that’s swell.’ We bring them 
in on the contest.” 

That works this way. Contest en- 
try blanks and point-of-sale ma- 
terial, which had space for the 
packer’s imprint were supplied to 
Visking customers at cost. They, in 
turn, distributed the material to 
their retail outlets. 

Customer participation did not 
end there. Some of the packers ran 
ads on their own, featuring the con- 
test, and one Visking salesman re- 
ported one of his custome:s was 
using the contest material for a spot 
TV announcement. 

In all, 372 packers took part in 





the 1954 contest campaign . . “all of 
those who give us the majority of 
our business,’ Mr. Hemrich said. 
As an added incentive to get more 
packers to take part, Visking last 
year sorted out all the labels re- 
ceived with the contest entries and 
sent them back to the packers. They 
were impressed . . who wouldn’t be 
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More Push .. More magazine ads 
push packers’ products, not Visking’s. 


with evidence of 100,000 sales? 
Customer comments included: 
“Wiener production in a year’s 
time has doubled, thanks to these 
promotions.” 
“Ad material has aided materially 
in increasing sausage sales.” 
“Business was doubled during the 
baby contest campaign. We have 
been able to get into National Tea 
and other stores that we were not 
in before. We also found that by 
contacting some of these new ac- 
counts, we were able to sell other 
products, also.” 


That's Not All . . Although a big 
part of Visking promotion has been 
the contests, there’s more to it than 
that. Like this: 

e The company runs an _ institu- 
tional advertising campaign stress- 
ing the advantages of sausage and 
skinless frankfurters in such pub- 
lications as Family Circle, McCalls, 
The Saturday Evening Post and 
Woman’s Day. 





e Each October Visking runs ads in 
Sunday comic sections of news- 
papers across the nation, promoting 
sale of skinless frankfurters for 
Halloween. This “weeny witch” 
promotion is designed to alleviate 
the winter slump in sales. 

e The company’s public relations 
firm puts out publicity the year 
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Clincher . . Ads in meat industry 


papers push the product itself for Visking 


around promoting not Visking, but 
skinless frankfurters and sausages. 

All this is in addition to the com- 
pany’s business publication adver- 
tising, which is one place Visking 
sells its own product and not what’s 
inside. 

And what have the results of all 
these efforts been? Well, for one 
thing, the consumption of sausages 
and skinless frankfurters has in- 
creased year by year. 

“We feel sure that we've con- 
tributed to these increases,’ says 
Mr. Hemrich. 

For another thing, Visking has 
been getting most of the business 
that resulted from the increased 
sausage sales. 

For still another thing, it’s been 
a long time since a Visking sales- 
man has been chased from a sau- 
sage shop pursued by a cleaver- 
wielding sausage maker who didn’t 
believe in synthetic sausage casings. 

Salesmen like the “remote 
sell.” a 
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1. The Package . . Prepackaging 


INDIVIDUAL CONTROL 
OF RADIO-EQUIPPED VEHICLES 





literature for answering inquiries helps speed 


scope 


Prepackaged literature, follow-up system boost 


Hammarlund finds an easy way to keep track .. and needle salesmen, too 


By Dale Samuelson 


ales Promotion Manager 


~:~ 


= Se a cease 
Hammarlund Mfg. 
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New York 
= IN TWO YEARS we have developed 
an inquiry handling system that 
serves us remarkably well. 

Here is why it works. It has such 
features as: 
e 1. Efficient prepackaging of litera- 
ture with which to answer inquiries. 
e 2. An ad keying method that 
doesn’t miss. 
e 3. Quick handling of inquiries by 
use of a three-part form. 
e 4. A way to stimulate immediate 
follow-up by salesmen. 
e 5. A double-check on sales fol- 
low-up. 
e 6. Automatic, simple record-keep- 
ing procedure. 
Here are the benefits: 
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» When the complete system is set 
up, and all material is printed, a 
large quantity of ordinary inquiries 
can be handled completely by an 
intelligent secretary or assistant 
who has no special training. 

» When an inquiry has been put 
through the complete process, only 
a single 3x5” card remains in the 
file to tell the complete story: pros- 
pect’s name, title, company and ad- 
dress, product interest, motivation 
of interest (specific ad or publicity 
item), date of inquiry, date of follow- 
up, how it was followed up, action 
taken by salesman, and the result 
of the salesman’s contact. 

Here is how the system works: 


Prepackage the Literature . . 
Determine the material to be sent 
in answer to each of the most com- 
mon inquiries. Under usual condi- 


tions, each package will include in- 
formation on only one product, or 
form letter, literature and business 
reply card. (see Fig. 1). 
Prepackage in quantities (per- 
haps 50 or 100 at a time) and file 
according to product near the desk 
of the person handling inquiries. 


Key the Ads .. By asking the 
reader, for example, to “Write for 
Bulletin R-6 for detailed informa- 
tion,’ you can get good returns 
(Fig. 2). Many inquiries come in 
with only the note: “Send me Bul- 
letin R-6.” This code tells you (1) 
the product, (2) the publication 
where the ad appeared, (3) the date 
of issue, and (4) the specific ad. 


Forms Quicken Pace .. By the 
use of the illustrated three-part 
form (3x5’’), an inquiry can be han- 
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.+-in just 0.8 seconds your contact is made... Mr. John James, Chief Engineer 
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of receivers which he wants to con- 
tact. Only the selected opetator or 
group of operators can receive the 


scriptive iaformation about this 
selective calling equipment that 
was engineered to produce new 
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2. The Offer .. Ad keying (arrow) keeps track. 


| Request for information checked below has been received and literature sent. 
. effect of inquiries 


and results from this inquiry and return 





dled quickly and easily (Fig. 3). 

The three-part form is typed, pre- 
packaged literature answering the 
inquiry is pulled from the file, a 
label (original of three-part form, 
top card in Fig. 3) is attached and 
the literature is mailed. 





How to Help Follow Up. . In- 
quiries won’t bring you glory if you 
don’t see that leads are followed up. 
Our inquiry follow-up is handled 
like this: 
1. The white “Information Re- 
quest” eard (second card, Fig. 3) is 





ne 
3. The Record .. Three-part form, top to bottom 
(bottom card is reverse side of card 3), is shown here: 
(1) label for literature envelope, (2) white Information 
Request card for office use, (3) pink card, titled ‘Report 
F for Sales Promotion,” for salesman and (4) reverse side 


SOW. th ST.. NEW YORK 1. N. ¥. 





filled out by salesman. 
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4. Normal flow of inquiry (start with 1). 


How to handle inquiries . . 
and how to prod salesmen to follow up 


Continued from preceding page 
completed after the label is used. 
We write in the date of inquiry 
and product involved. The card 
then goes into the week-by-week 
file according to the week in which 
the inquiry was handled. 

2. The pink report card (third 
card, Fig. 3) is sent to the local 
salesman along with the original in- 
quiry. A simple system is to staple 
the two together and then collect 
and hold them for a semi-weekly or 
weekly mailing to salesmen in the 
field. 

(The front of the report card is a 
carbon of the label . . name, ad- 
dress and source. The date and 
product information from the “In- 
formation Request” card have been 
automatically carboned in.) 

The salesman must check the back 
of the report card to indicate what 
follow-up action was taken and the 
results (bottom card, Fig. 3). He 
then returns the card to the sales 
promotion office. 

The normal inquiry handling cycle 
is shown in Figure 4. (We have both 
company salesmen and independent 
representatives selling our products. 
The system works just as well with 
either. Some of our products are 
sold directly by our salesmen or rep- 
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resentatives to final users. Some 
are sold through distributors. In the 
latter case, it is imperative that the 
distributor be carefully selected as 
one who is inquiry conscious and 
will provide a follow-up. Inquiries 
can help the salesmen attract the 
proper type of distributor and at 
the same time keep authorized dis- 
tributors enthusiastic.) 


Double-Check Follow-Up.. When 
each report card is returned, it is 
filed according to product involved. 
It contains all information on the 
prospect and on the salesman’s fol- 
low-up, so the white card (pulled 
from the week-by-week file) can 
usually be destroyed. 

If the salesman has indicated that 
he will follow up again on a specific 
date, the white card can be set aside 
and mailed to him automatically as 
a reminder (Fig. 5). 

A listing is made up each week of 
all unreturned pink report cards 
that have been out for more than 60 
days. The original of this list is 
sent to the salesman, and a copy is 
sent to the sales manager (Fig. 6). 

If the report card does not come 
back in another 30 days, the white 
card is pulled from the week-by- 


5. Secondary steps in second follow-up. 


week file, stamped “No Follow-Up” 
and filed according to product with 
the returned pink cards (Fig. 7). 

(The general sales manager re- 
ceives a semi-annual report cover- 
ing inquiry follow-up and any lack 
of cooperation that shows up.) 


How to Maintain Records. . Here 
is how we keep track of inquiries 
and follow-up: 

1. A current record (Fig. 8) is 
made at the beginning of each month 
listing all current ads with code 
number, and publicity items, that 
are bringing in inquiries. The key- 
ing method described will greatly 
cut the SNI (Source Not Indicated) 
and increase the number of inquiries 
that can be credited to a specific 
ad, and its publication issue. (In the 
year before we started this coding 
method, the ratio of creditable in- 
quiries to SNI inquiries was 1 to 2. 
The ratio changed to 2.5 to 2 for the 
following year as a direct result of 
using the keying method.) 

2. As each new current record list 
is made up, older ads and publicity 
items no longer pulling inquiries are 
dropped and new ones added. 

3. At the same time the new cur- 
rent record is made up each month, 
the total number of inquiries for 
each promotion item on the preced- 
ing month’s current record is re- 
corded on the master record by 
month (Fig. 9). A running total is 
kept of inquiries from each ad and 
publicity item on a master record. 


























INQUIRY FOLLOW-UP REMINDER 








for _ Roy Smith, Region 6 





(Copy to Sales) 


the ACTION you have taken and RESULTS. 





PROSPECT 


COMPANY PLACE 


Our records show that pink Report cards on Prospects listed below have been 
in your hands for more than 60 days and not returned to Sales Promotion. 


We would appreciate your returning these cards as soon as possible indicating 


Date__June 25, 1954 


DATE OF INQUIRY 


HANDLING 





Joe E. Mason Acme Trensportation 


Cos, inte 


Los Angeles 


Racio Services, Ince 


Me Be Johnson Pasadena 


Ae Ce Baker Ae Ce. Baker Co. Los An-eles 











fy 


6. 60-day form prods salesman for report. 


The Data You Get. . This is the 
valuable information that you get 
for your files: 

e Number of inquiries resulting 
from every ad and publicity item 
published. 

@ What prompted the prospect’s in- 
terest (specific ad publicity 
item). 

e A list of products in which each 
prospect is interested. 

e Details of how each inquiry was 
followed up by the salesman. 

® Results of the salesman’s first con- 
tact with each prospect. 


or 


How to Use It . . With this infor- 
mation continuously building up in 
the files, you can: 

» Build a list of names and ad- 
dresses of good potential customers 
for future mailings. 

» Determine advertising and sales 
promotion effectiveness. 

» Analyze individual efforts of the 
sales force. 

» Determine the market potential 
for new products. Here are two pos- 
sible methods of market research: 

1. By advertising a new product 
in a number of markets, with use of 
the coding method, you can identify 
which media pulled the most and 
best inquiries. 

2. By carefully selecting names 
from the lists of prospects, you can 
make questionnaire mailings. 

» Find out what actual sales resulted 
directly from advertising and later 
follow-up. « 





May 13, 1954 
May LL, 1954 


May 12, 1954 


en. ie 





Sales 
Manager 


Sales 
Promotion 


Saiesman 




















Department 






Week -by 
Week 


File 



























Semi-Annual 


Report on Inquiry 


Follow-up 


7. Secondary steps when salesman fails to send in 
report card. 


















Date _June, 1954 

























ADVERTISING PUBLICITY 
QST (General) POWER EQUIPMENT, January (S.C) 
QST, Dec. (N40) HQ-1L0-x AVIATION AGE (Aircraft) February ; 
QST, January (S2-C2) / POWER ENGINZERING, March (S.C.) // 








QsT, 


February (Nl) HQ-1),0-Xx | 


ELECTRONIC EQUIPMENT, March (5.C,) ATT }I 









QsT, 


March (56) HQ-1,0-x 


ELECTRONIC EQUIPMENT, May (Alarm System) 
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8. Sample of typical Current Record shows its day-to-day use. 
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gst, May (612) Hex 97 - 


ENGINEERING, April (S.C.) 
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9. Sample page from typical Master Record shows monthly record- 























ings and totals. 

















MASTER RECORD Page 7 
INQUIRIES, 1954 
Grand Grand Grand Grand 
Total Total Total Total 
March to April to May to June to 
ADVERTISING Inquiries April 1 Inquiries May 1 Inquiries June 1 Inquiries July 1 
ae ae ee oe eee | 
QST, Sept. (AU1) HQ | 
6° aa] O 6) 
QST, Oct. (C2) cc id 6! | | 
| | 39 | 39 | 
} fa) } | | 
QST, Oct. (F1) HQ r) | 39 | 
QsT, Nov. ($5) HQ / 8 ai 78 ° \72 | 
| | ea. | 
4 196 | (06 a |08 Ae 
QST, Dec. (N4O)HQ | = mee 
oT i tee ee dl 
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Which ad 
attracted 
more readers ? 





OFFMANN 


Precision Bali, ond Threst Bearings 





More Turns For The Worm . 


on Fafnir Ball Bearings 


Diagram vs. Sketch 

® THESE TWO aps for bearings ran 

in the same issue of Machinery. 

The ad for Norma-Hoffman Bear- 

ings Corp., Stamford, Conn., used an 

artist’s sketch of a cut-away bear- 

ing, along with copy describing 

product features. The ad for Fafnir 

Bearing Co., New Britain, Conn., 

used a diagram showing how a 

Fafnir bearing operates in a partic- 

ular piece of machinery. n 
Which ad attracted more readers? suhon ine a id ose 

See page 168. sve ehcp 
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Here’s what 


Marine 
Engineering 
(6 issues) 


Marine 
Magazine 
oo se 
(6 issues) 


Marine 
Magazine 
omer 
(12 issues) 





News, departments, 
editorials, personals, 


129% pages 


83% pages 


etc. 


MARINE 
ENGINEERING 


means by 


EDITORIAL 
LEADERSHIP 


Features 266 pages 129% pages | 38 pages & 





369) pages 259 pages | 121.25 pages 
Average pages 


per issue 


61.6 43.3 10.1 











6 months tabulation shows 
Marine Engineering prints 
most news and features; 
explains its 68.5% subscription 


renewal rate — highest in the field. 





ENGINEERING 
es ee N= 
_. one marine magazine prints more news and — ise 
features than any other—six times as much, issue 
for issue, in the case of one other magazine—it offers 
more built-in usefulness to readers and advertisers. 


And when it has the standing that Marine Engineering 
enjoys in its field, readers can and do spend more 
profitable time with it. 


This is most important from the advertisers stand- 
point, for long exposure gives advertisements more 
time with the reader; more selling power. 


To illustrate Marine Engineering’s editorial leader- 

ship, we made a six-months’ comparison with the sec- 

ond and third marine magazines. The results,charted above, may also be expressed in 
another way: Magazine “A” printed only about 70% as much editorial matter as 
Marine Engineering; magazine “B” barely 16% as much per issue! 


As for engineering authority—another vital consideration in judging a technical maga- 
zine—the latest quarterly index of the Engineering Societies’ Library gives 11 men- 
tions to Marine Engineering articles. The most received by any other U. S. marine 
publication was three! And in offices of naval architects, ship operators, shipbuilders, 
and others, you will find Marine Engineering most frequently filed and consulted. 


These are some of the reasons why advertisers spend more dollars in Marine Engineering 
than in any other marine magazine, and why it led the second magazine in advertising 
pages by 64 per cent in 1954. 
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Pipeline to 
Purchasers 


Have you a sales story for the electric power industry? It is now a 
$4 billion yearly market. 


Do you know who buys your product in this industry? In most com- 
panies buying is influenced by a group of key men. Your big problem is 
to keep your sales story constantly in front of the right group. 


Electric Light and Power is a direct “pipeline” to the important pur- 
chasers in this multi-billion dollar market. It reaches the key men in 
every leading electric power company in the nation. 


For example, look at the titles of the men in the Arkansas Power and 
Light Company who are now receiving this magazine. These are the 
men who influence the purchase of products like yours. Studies show 
that they pass along their personal copies to more than five members 
of their departments, on the average. 


With Electric Light and Power you get this same kind of penetrating 
coverage in every leading electric utility in the country. Your sales 
story gets to the men who make the buying decisions. 


Ask one of our representatives to show you how and why Electric Light 
and Power can help you increase your sales in this growing market. The 
Haywood Publishing Company, 22 East Huron St., Chicago 11, Illinois. 


i fi 
| ELecTRic | 
| LIGHT ena 

POWER: 








ELECTRIC LIGHT AND POWER 


THE ONLY MAGAZINE SERVING THE ELECTRIC POWER INDUSTRY EXCLUSIVELY 


SALES OFFICES: 


CHICAGO 11, ILL. 
22 E. Huron Street 
WHitehall 4-0868 
Walter J. Stevens 
G. E. Williams 


NEW YORK 17, NEW YORK 


101 Park Avenue 
Murray Hill 3-0256 
J. H. Thomson 

W. A. Clabault 


WEST COAST 
McDONALD-THOMPSON 


San Francisco Seattle 
Los Angeles Dallas 


CLEVELAND 15, OHIO 
1836 Euclid Avenue 
PRospect 1-0505 
Orrin A. Eames 
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Electric Light and Power 
reaches these key men in 
The Arkansas Power & light Company 


Loc. Mgr., Arkadelphia, Ark. 
Loc. Mgr., Bald Knob, Ark. 
Loc. Mgr., Batesville, Ark. 
Loc. Mgr., Camden, Ark. 
Loc. Mgr., Danville, Ark. 
Loc. Mgr., Dermott, Ark, 
Mgr., Dewitt, Ark. 
Div. Mgr., El Dorado, Ark. 
Div. Supt., EI Dorado, Ark. 
Div. Engr., E] Dorado, Ark. 
Div. Strkpr., EI Dorado, Ark. 
Loc. Mgr., England, Ark. 
Loc. Mgr., Fordyce, Ark. 
Div. Engr., Forrest City, Ark. 
Div. Mgr., Forrest City, Ark. 
Div. Supt., Forrest City, Ark. 
Mgr., Forrest City, Ark. 
Loc. Mgr., Forrest City, Ark. 
Div. Strkpr., Forrest City, Ark. 
Supt., Forrest City, Ark. 
Loc. Mgr., Glenwood, Ark. 
Loc. Mgr., Gurdon, Ark. 
Loc. Mgr., Harrisburg, Ark. 
Div. Mgr., Harrison, Ark. 
Div. Strkpr., Harrison, Ark. 
Div. Engr., Harrison, Ark. 
Div. Strkpr., Helena, Ark. 
Mgr., Helena, Ark. 
Div. Mgr., Hot Springs, Ark. 
Supt. Lk. Cath. Gen. Sta. 

lot Springs, Ark. 
Div. Engr., Hot Springs, Ark. 
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Div. Strkpr., Hot Springs, Ark. 
Div. Supt., Hot Springs, Ark. 
Sls. Mgr., Little Rock, Ark. 
Vice Pres., Little Rock, Ark. 


Div. Engr., Little Rock, Ark, 
Distrib. Supt., Little Rock, Ark. 
Div. Supt., Little Rock, Ark. 
V. Pres. Engr., Little Rock, Ark, 


President, Little Rock, Ark. 
V.P., Sis., Little Rock, Ark. 
Elec. Engr., Little Rock, Ark. 
Res. Sls, Mgr., Little Rock, Ark, 
V. Pres., Little Rock, Ark, 
Gen. Sis. Mgr., Little Rock, Ark. 
Div. Mgr., Little Rock, Ark. 

Pit. Supt., Little Rock, Ark, 
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kilowatts. These 
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industrial and comm 
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two-thirds of the geo raphic area of Ar kansas. 
£ 

han 239 000 domestic consumers in addition to 
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nerating, 
200,000,000 for new ge ; 
yo yeaa company has budgeted ap 
; d improvements in 1955. 


Pit. Maint. Supt., Hot Springs, Ark. 


Sr. Distrib, Engr., Little Rock, Ark. 
Indus. Sls. Mgr., Little Rock, Ark. 


Chrmn. of Board, Little Rock, Ark. 


Div. Strkpr., Little Rock, Ark. 
Genl. Pit. Supt., Little Rock, Ark. 
Div. Sls. Mgr., Little Rock, Ark, 
Ady. Mor., Little Rock, Ark. 
Loc. Mgr., Lonoke, Ark. 
Loc. Mor., McGehee, Ark. 
Loc. Mgr., Magnolia, Ark. 
Loc. Mgr., Malvern, Ark, 
Loc. Mgr., Marianna, Ark. 
Loc. Mgr., Marion, Ark. 
Loc. Mgr., Marked Tree, Ark, 
Loc. Mgr., Monticello, Ark, 
Foreman, Morrilton, Ark. 
Loc. Mgr., Newport, Ark. 
Underg. Supt., Pine Bluff, Ark. 
Dir. Rates & Resch., Pine Bluff, Ark. 
Chf. Load Disp., Pine Bluff, Ark. 
Relay & Commun. Supt., 

Pine Bluff, Ark. 
Div. Sls. Mgr., Pine Bluff, Ark, 
Genl. Strkpr., Pine Bluff, Ark. 
Transp. Supt., Pine Bluff, Ark. 
Loc. Mgr., Pine Bluff, Ark. 
Div, Strkpr., Pine Bluff, Ark. 
Dir, Persl., Pine Bluff, Ark. 
Elec. Engr., Pine Bluff, Ark. 
Chf. Val. Engr., Pine Bluff, Ark. 
Constr. Supt., Pine Bluff, Ark. 
Jr. Div. Mgr., Pine Bluff, Ark. 
Chf. Engr., Pine Bluff, Ark. 
Constr. Engr., Pine Bluff, Ark, 
Div. Supt., Pine Bluff, Ark. 
Div. Engr., Pine Bluff, Ark. 
Admin. Asst., Pine Bluff, Ark. 
Sys. Oper., Pine Bluff, Ark. 
Pur. Agt., Pine Bluff, Ark. 
Sls. Consultant, Pine Bluff, Ark, 
Elec. Engr., Pine Bluff, Ark. 
Safety Dir., Pine Bluff, Ark. 
Loc. Mgr., Russellville, Ark, 
Div. Engr., Searcy, Ark. 
Div. Supt., Searcy, Ark. 
Div. Mgr., Searcy, Ark. 
Div. Strkpr., Searcy, Ark, 
Loc. Mgr., Searcy, Ark. 
Loc. Mgr., Sheridan, Ark. 
Loc. Mgr., Stamps, Ark. 
Supt. Couch, Stamps, Ark. 
Loc. Mgr., Stuttgart, Ark, 
Loc. Mgr., Trumann, Ark. 
Loc. Mgr., Warren, Ark. 





ideas 


booklets / direct mail 


sales promotion 


comment on catalogs 


exhibits / motion pictures 
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‘Li Detector’ fights rumors 
damaging to Foote’s business 


Cartoons, brief copy put point across. . fast 


= TO COMBAT RUMORS that it’s al- 
most impossible to get lithium and 
lithium chemicals, Foote Mineral 
Co., Philadelphia, has brought out a 
sprightly booklet telling customers 
and prospects those rumors just 
aren’t so. 





QUR SALESMiy Are 
READY TO lraur % YoY 
207 CONTRACTS 


ToDAy / 














Promise .. “Li Detector” knocks down 
rumors then says salesmen are ready. 


The booklet is called the ‘Li De- 
tector.’ (Li is the chemical symbol 
for lithium.) Most of the two-color, 
28-page, 34%2x5%” booklet is made 
up of cartoon drawings accompanied 
by a few words of attention-getting, 
hand-lettered copy. 

The cartoons and copy first re- 
count the rumors about lithium . . 
“some people say that the entire 
supply of lithium is spoken for . . 
some others say they'll never get 
enough.” 

“But,” the booklet goes on, “the 
fact is today Foote is shipping more 
lithium to industry than ever before 
in our history . . and this is just the 
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beginning, so dust off your lab 
equipment, take a new look at your 
products in terms of an assured 
supply of Foote lithium.” 


The last two pages of the booklet 
tell various applications of lithium 
chemicals, point to new uses, advise 
prospects to contact Foote now to 
have an assured 1955 supply of 
lithium. 


Caterpillar publishes booklet 
on oil . . to sell diesels 

A booklet telling about new lu- 
bricating oils is building prestige 
and making friends for Caterpillar 
Tractor Co., Peoria, Ill., which makes 
diesel powered tractors and diesel 
engines . . but not oil. 


The booklet is called “Let Your 


Diesel Live.” It tells about the years 


‘ ae ae 
Big Name. . Three-dimensional plastic 


of research that Caterpillar has put 
into finding a lubricating oil that 
will protect diesel engines from cor- 
rosion and other engine enemies. 

The book tells how, with the help 
of the oil companies, such an oil was 
developed and why it is the most 
economical oil to use even though 
it costs more. 


Mosler launches contest 
for customers’ secretaries 

There are contests for salesmen, 
contests for distributors, contests for 
customers. And now there is a con- 
test for customers’ secretaries. 

It’s Mosler Safe Co.’s “dream va- 
cation” contest, which, with the pro- 
motion given it, should arouse con- 
siderable interest in the company’s 
strongboxes. 

The contest works like this: Cus- 
tomer’s secretary goes to Mosler 
dealer, gets entry blank, completes 
statement (“It would be dangerous 
for my boss to trust an old safe 
because . .”), wins, (she hopes) two- 
week expense-paid vacation in Eu- 
rope for herself and a pal or one of 
515 other prizes. Total prize value: 
$10,000. 


Continued on page 80 


VENETIAN BLinDs 


letters are new kind of company identification 


for trucks and trailers. Letters can be installed by company maintenance men. They 
come in a variety of colors and styles, are made by Polyplastic Forms, Inc., Brooklyn. 





most products are packaged...and most important packagers read 
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.»- devoted exclusively to 
abrasive operations 






ING. The primary reason for the existence of this 
new publication is to totally and exclusively serve 
the important grinding and finishing industry . 

a field now given ‘piecemeal’ ideation by the 
horizontal metalworking publications. 

GRINDING AND FINISHING is dedicated to one 
purpose—serving the interests of the grinding and 
finishing industry and the market it constitutes for 
manufacturers of grinding equipment and acces- 
sories. It stands as the ONLY publication offering 
direct, concentrated and exclusive coverage of 
this field! It's a direct sales-route into this big- 
buying market at one, low cost. 


CIRCULATION 
Initial circulation will 
be in excess of 30,000 copies monthly. Application 
will be made for a BPA audit. GRINDING AND 
FINISHING will offer advertisers concentrated, pin- 
— centaton, a major = elements 


G:f is your direct sales-route to the 


multi-million dollar grinding and finishing market 









in the grinding and finishing field. Yo. get high 
pass-along readership . . . true readership- penetra- 
tion that saturates ALL of the buying influences 
from the executive level and grinding specialist 
level, to the foreman, and finally to the man on 
the machine, This means MAXIMUM COVERAGE 
of more than 95% of the men who make or influence 
volume purchasing in the industry! 


EDITORIAL CONTENT 
Written by experts 


in the field, GRINDING AND FINISHING’s editorial 
content will be devoted exclusively to finish grind- 
ing, lapping, honing, as well as rough grinding 
and related operations in industry. It will offer 
high caliber, technical discussions from the users’ 
standpoint . . . the type of editorial diet G&F readers 
will WANT and NEED .. . and can easily and 
economically apply to their specific operations. 

This adds up to alert, responsive readership .. . 
the kind of a result-producing audience advertisers 
look for and need to get effective sales results. 
It's a tailor-made audience with authority to buy 


. always ready-to-buy. 


















If you make 

any of these 

products you 
can sell through 
Grinding and 
Finishing ... 





Dogs (Grinding Machine) 
Dust Control Equipment 
Pumps and Separators 
Coolants 

Air Filters 

Honing Machines 
Precision Barrel Finishing 
efc., efc., etc. 


Abrasives 

Grinding Wheels 
Diamond Wheels 
Diamonds (Industrial) 
Wheel Dressers 
Grinding Attachments 


Grinding Machines 






Portable Grinders 






Snagging Grinders 






Swing Grinders 






Flexible Shaft Equipment 
Chucks 
Lapping Machines 








Gages 





A HITCHCOCK PUBLICATION 
WHEATON, ILLINOIS 












More than 800 Mosler dealers are 
taking part in the promotion. All of 
them were listed in a two-page full- 
color ad promoting the contest in 
the Feb. 21 issue of Life. Mosler also 
is providing dealers with such pro- 
motional tools as displays, window 
streamers, newspaper ad mats and 
a press kit, which dealers can use 
for local tie-in promotions. 

Company president Edwin UH. 
Mosler, Jr., says the contest is de- 
signed as an educational program to 
acquaint office personnel and man- 
agement with the pitfalls of storing 
records in obsolete safes. 

“In addition,’ Mr. Mosler said, 
“we expect the contest to help our 
dealers get 1955 safe sales off to a 
flying start.” 


Memos boost interest 
in company external publication 

Special memos increase interest 
in extra important articles in the 
“Horse Head Bulletin,” external 
publication of the New Jersey Zinc 
Co., New York. 

A recent issue of the “Bulletin” 
told of a major overhauling job at 
one of the company mines, which the 
company feels will put it in a better 
competitive position. Accompanying 
each copy of this issue was a one- 
page memorandum calling attention 
to the article. 





No Fine Prini . . To explain new prices 
to distributors, Permatex Co., Brooklyn in- 


dustrial chemical producer, gave its sales- 
men giant blowups of cost sheet to show 
jobber buyers. Here, Permatex advertising 
manager B. R. Ratajack (left) shows new 
schedule to auto supply dealer J. Cham- 
plain. 
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Coordinated .. New trade-mark of Ansul Chemical Co., Marinette, Wis., appears on 
company plane, autos, tank cars and all products and promotional material. Trade-mark, 


plus redesign of packages and some products, won Ansul 1954 award of Package De- 


signers Council for best coordinated industrial packaging and design program. 


How to make sales on your 
company’s birthday 

If your company has an important 
anniversary coming up, you might as 
well do some real sales promotion 
with it instead of just getting a 
headline in the local paper that 
probably looks like this: 


Local company celebrates 
umpteenth anniversary 


Cincinnati Milling Machine Co. 
got headlines (bigger ones) on its 
70th anniversary, and it also laid a 
solid base for future sales through 
its anniversary promotion program 
that included: 
pIntroduction of six new machine 
tools during a two and one-half 
week anniversary program at the 
company’s home plant. 

»A press preview of those machines 
to obtain general publicity. 
pUnveiling of a new showroom in 
which all the company’s standard 
machines were displayed. 

pPlant tours by the company’s sales 
personnel, dealer customers, direct 
office customers and dealers. 
p»Tours by technical society groups, 
including the Engineers’ Council for 
Professional Development, National 
Tool & Die Manufacturers’ Associ- 
ation and even a group of stock 
analysts. 


pIntroduction of a new movie on the 
problem of replacing obsolete ma- 
chine tools. 

pIssuing an impressive booklet that 
told the story of Cincinnati Milling, 
its people and its products almost 
entirely in pictures .. many of them 
in color. 


Catalog in two sizes 
pleases Anaconda customers 

The customer gets what he asks 
for from Anaconda Wire & Cable 
Co., New York . . even if it’s a 
different-size catalog. 

The company recently issued an 
84x11” magnet wire catalog. Then 
a survey of electrical design engi- 
neers and magnet wire buyers 
showed that these people wished 
some company would put out a 
catalog they could carry around in 
the plant and out in the field. 

Anaconda fulfilled this wish by 
bringing out a pocket-size version 
of the full-size catalog. The new 
catalog is an exact duplicate of the 
original except that its dimensions 
are 53gx7”. 

“The response has justified issu- 
ance of the double-format catalog, 
and it’s hard to say at this point 
which version will prove more pop- 
ular,” says the company. 































DeWalt idea book combines 
catalog, money-saving tips 

Most of a new catalog put out by 
DeWalt, Inc., Lancaster, Pa., is de- 
voted to telling customers and pros- 
pects how to save money with De- 
Walt wood working tools. 

DeWalt doesn’t even call it a cat- 
alog, but an “idea booklet.” It deals 
with factors management considers 
when buying equipment, such as 
floor space savings, installations 
costs, obsolescence, operator fatigue 
and general efficiency, safety, ma- 
terial flow, waste and salvage, qual- 
ity control, portability, versatility 
and amount of down time. 

A section in the back of the book- 
let describes and gives specifications 
of the tools. 

The booklet is available to DeWalt 
dealers for distribution to custom- 
ers and prospects. 


Triple-threat sales booklet sells 
new product .. now 

Sometimes it takes work to get 
your salesmen enthusiastic about a 
new product or process. 


Diebold, Inc., Canton, O., with a 
single promotional piece, has tried 
to make its salesmen crusaders for 
a new process and for the equipment 
that goes with it . . and has tried to 
convert indifferent business men 
into hot prospects. 

The process is Diebold’s “post-to- 
check” system, a new method banks 
can use to keep books on personal 
checking accounts. It takes about 
$4,500 worth of Diebold equipment 
to put the system into operation. 
But the salesman has to sell the 
system before he can sell the equip- 
ment. 


The company had a threefold 
problem in selling post-to-check: 
(1) it had to sell its own salesmen 
on this involved, revolutionary rec- 
ord system; (2) it had to enable 
salesmen to make an effective pres- 
entation to bankers, and (3) it had 
to have a “leaving piece” that bank- 
ers could look over to see exactly 
how they could integrate the system 
into their procedures. 

A big (11x15”), 20-page, saddle- 
stitched booklet solved all these 
problems. The booklet uses big il- 
lustrations and poster treatment on 
each spread to show and tell just 











Three-Way . . These spreads in Die- 
bold book show how it educates salesmen 
in new system, helps them sell it, gives 
prospects concrete facts. Cover also is 
shown. 


what the post-to-check system is, 
what it will do for the banker, pro- 
cedures of the system and the sav- 
ings the system will make. 

The book leaves nothing to guess- 
work either for the salesman or the 
prospect. And as a result, accord- 
ing to Diebold vice-president W. K. 
Wilson, “reception given this visual 
sales aid so greatly exceeded ex- 
pectations that our staff is carefully 
analyzing iu for the purpose of iden- 
tifying a success-pattern that can be 
used in preparation of sales litera- 
ture for other Diebold products.” 





CONDENSED DATA ON ARMCO BUILDINGS 


How to get off distributor’s 
shelf and into his promotion 

If you’re sending out elaborate, 
once-a-year kits to entice distribu- 
tors into promoting your product, 
you may be making the wrong kind 
of impact . . sort of a thud as the kit 
hits the waste basket. 

That’s what Jackson How of John 
Mather Lupton Co., New York 
agency, says. And he tells how one 
company abandoned the annual kit 
in favor of another method that got 
good results. 

This company, a manufacturer of 
several construction equipment 
lines, conducted a survey to find 
how much use distributors were 
making of the company’s annual 
kits. Survey results: not much. 

As a result, the company dropped 
the annual kit and began sending 
out direct mail pieces and other 
promotional material individually, 
producing each piece only as prod- 
uct or market changes or specific 
sales drives indicated. Requests for 
individual pieces increased more 
than 100%. Waste was reduced, and 
the cost of producing the elaborate 
kits was eliminated. 

Secret of that success, reasons Mr. 
How, is that “distributors found it 
easier to slip a single new or spe- 
cifically slanted piece into their 
crowded mailing schedules, thereby 
avoiding conflict with promotional 
activity waged on behalf of more 
profitable lines.” > 
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Bonus . . Tip-in piece in external publication of Armco Drainage & Metal Products, 
Middletown, O., gives products extra push. Top (with blurb pushing piece on reverse side) 


folds over to hold piece in publication, middle fold gives product data. Return 


ost card at 


bottom lists other products prospects can ask for information about. 
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Agencies break record again, 


place 508,788 pages in business papers in ’54 


BBDO leads, mergers shoot McCann-Erickson, Marsteller upward 


™ THE RECORD for the amount of business paper space 
placed by agencies has been broken for the third 
straight year, IM’s exclusive annual agency tabulation 
shows. 

In 1954, 442 agencies placed 508,788 pages of adver- 
tising in business papers, breaking the 1953 record of 
506,777 pages. The third highest mark was 470,022 pages, 
placed in 1952. 

The four top agencies in 1953 remained at the top 
in the latest tabulation . . and in order .. even though 
all four fell below their 1953 totals. Batten, Barton, 
Durstine & Osborn remained in first place with 21,090 


25 leading agencies 





rank pages rank 
1954 1954 1953 1953 
1 Batten, Barton, Durstine & Osborn 21,090 21,192 ] 
2 J. Walter Thompson Co. 17,016 17,884 2 
3 Fuller & Smith & Ross 16,882 17,485 3 
4 G. M. Basford Co. 12,386 13,653 4 
5 N. W. Ayer & Son 9,601 8,107 
6 McCann-Erickson* 9,439 8,498 1] 
7 The Buchen Co. 8,153 8,848 5 
8 Albert Frank-Guenther Law 8,052 7,988 6 
9 Cockfield, Brown & Co., Ltd. 7,517 6,720 9 
10 Marsteller, Rickard, Gebhardt & Reed? 6,682 4,872 21 
11 Klau-Van Pietersom-Dunlap 6,526 7,795 7 
12 MacManus, John & Adams 6,183 6,558 10 
13. Campbell-Ewald Co. 6,129 6,027 13 
14 Ketchum, MacLeod & Grove 6,110 5,091 19 
15 Foote, Cone & Belding 6,036 7,124 8 
16 Ruthrauff & Ryan 5,835 5,964 14 
17. Griswold-Eshleman Co. 5,717 6,477 12 
18 MacLaren Advertising Co., Ltd. 5,693 5,556 16 
19 Geare-Marston 5,213 3,193 45 
20 Russell T. Gray, Inc. 5,205 op: le be 
21 The McCarty Co. 5,168 4,405 26 
22 James Thomas Chirurg Co. 5,039 5,387 17 
23 Charles W. Hoyt Co. 5,020 5,103 18 
24 Sutherland-Abbott 4,989 4,898 20 
25 Compton Advertising 4,905 4,845 22 


Total pages by top 25 agencies 200,586 199,399 


*Ranked 6th in 1953. Not listed last year. 
*Figure for McCann-Erickson, 1954, includes space placed by 
Marshalk & Pratt, which is now a division of McCann-Erickson. 


71954 figures are combined total of pages placed by Marsteller 
Rickard & Cc 


pages placed by MG&R alone. 


Gebhardt & Reed and .. whereas 1953 figure is 
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pages. In second place was J. Walter Thompson Co. with 
17,016. Fuller & Smith & Ross was third with 16,882. 
And G. M. Basford Co. was fourth with 12,386. 

McCann-Erickson advanced from eleventh to sixth 
place with its acquisition of Marschalk & Pratt. And 
Marsteller, Rickard, Gebhardt & Reed, which was formed 
by the merger of Marsteller, Gebhardt & Reed and 
Rickard & Co., moved into tenth place. In last year’s 
tabulation, Marsteller, Gebhardt & Reed was in twenty- 
first place. The complete alphabetical list of the 442 re- 
porting agencies follows: 


@ Copyright 1955 Advertising Publications, Inc. 





1954 pages 
rank 1954 1953 
144 Abramson, Ervin R., Advertising 784 720 
318 Adamson, Buchman & Associates 120 121 
363 Ad Scribe 19 23 
316 Advent Associates 122 135 
299 Advertising Associates 151 7 
352 Advertising Associates of Thurston 
S. Jenkins 45 2 

202 Advertising, Inc. 458 425 
226 Advertising Producers Associated 361 375 
369 Advertising Service Agency 7 1] 
35 Aitkin-Kynett Co. 3,633 3,400 
197 Allen, Dorsey & Hatfield’ 493 ~- 
116 Allston-Musante Associates’ 1,014 2,264 
53 Anderson & Cairns 2,558 2,326 
48 Andrews Agency 3,029 3,579 
107. Armstrong Advertising Agency 1,107 1,103 
55 Arndt, Preston, Chapin, Lamb & Keen 2,413 2A37 
208 Associated Advertising Agency 432 507 
79 Atherton & Currier 1,548 1,513 
99 Aves, Wesley, & Associates 1,211 1,283 
114 Ayer & Gillett 1,034 989 
5 Ayer, N. W., & Son 9,601 8,107 
342 Bachman, Kelly & Trautman 64 46 
203 Badke, W. H., Advertising Agency 454 456 
114 Baer, S. C., Co. 1,034 1,056 
360 Baker-Denton Corp. 26 ~ 
98 Barlow Advertising Agency 1,224 1,054 
343 Barnett & Barnett 63 51 
185 Bartlett, Burke, Co. 547 573 
4 Basford, G. M., Co. 12,386 13,653 
1 Batten, Barton, Durstine & Osborn 21,090 21,192 
*Not available 
‘Started business Feb. 1, 1954 


"Formerly Parker-Allston Associates 


Continued on page 84 
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Charley the gambler he could get the attention from everyone there that 


Charley gets with his bets. But no ordinary sales- 


If Charley who runs the drill press can keep his man can. It takes The Saturday Evening Post. For 


balance for another 20 seconds, he'll be 50 cents to 44 only does the Post reach top executives (more 


good. Charley will do almost anything for a bet. ' 
the good. Charley d diane than the three leading business magazines combined, 


9 ° ‘oe € > 
He'll bet on himself, on the weather, on what color and at a lower cost per thousand). It also reaches 


i ss Wi wearing, on — you name it. . . 
tie the boss will be wearing, ba te those below management who influence buying. It 


Anyone selling to Charley’s plant might well wish get to all the people who mean business. 


— gets to ALL the people who mean business 


April 1955 /'83 





pages 
1954 1953 








Batz-Hodgson-Neuwoehner Advertising 


Agency 

Bauer Advertising 
Bayless-Kerr Co. 

Beanmont, Heller & Sperling 
Behr, Julian J., Co. 
Bennett-Advertising 

Berghoff Associates 

Bete, Channing L., Co. 
Belden & Hickox 

Bing, Ralph, Advertising Co. 
Blaine Co., The 

Bliss, Ben B., Co. 

Boccard, Dunshee & Jacobsen 
Boland Associates® 

Bonsib Advertising Agency 
Bourne Associates 

Bracy & Bracy 

Brand, Michael, Associates 
Brandt, Richard T., Inc. 
Brazell Advertising Agency 
Brooke, Smith, French & Dorrance 
Brooks-Pollard Co. 

Brother, D. P., & Co. 

Brown Advertising Agency 
Brown, Byron H., and Staff 
Buchanan & Co. 

Buchen Co., The 

Burk, G. Norman, Inc. 

Burke, R. J., Advertising 
Burlingame-Grossman Advertising 
Burnett, Leo, Co. 


Byer & Bowman Advertising Agency 


Byrde, Richard & Pound 
Cabell Eanes, Inc. 
Cabot, Harold, & Co. 
Caldwell, Alfred B., Inc. 
Calvin & Co. 
Callaway Associates, The 
Campbell-Ewald Co. 
Campbell-Mithun 
Carpenter Advertising 
Capital Advertising 
Carr, Clinton D., & Co. 
Carr, Ray, Organization 
Carter Advertising Agency 
Cayton, Inc. 
Ceder, Rex, Advertising 
Central Advertising Agency 
Chirurg, James Thomas, Co. 
Clark, Jr., Adrian E., Inc. 
Clark, Darwin H., Co. 
Cockfield, Brown & Co., Ltd. 
Cohen, The Advertising Agency of 
William 

By ee 

Alfred, Co. 
Compton Advertising 
Comstock & Co. 
Condon Co., The 
Conley, Baltzer & Steward 
Copley Advertising Agency 


t available 
“Formerly Walther-Boland Associates 
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Cormack, Imse, Beaumont Advertising 
Craig & Webster Advertising Agency 
Cramer-Krasselt Co. 

Critchfield & Co. 

Croot, Samuel, Co. 

Cruttenden & Eger Associates 
Cummings, Brand & McPherson 
Cunningham & Walsh 

D'Arcy Advertising Co. 

David Advertising Co. 

Davies & McKinney 

Davis, Charles H., Advertising 
Management 

Davis, Henry L., Co. 

Davis Press, The 

Dicklow Advertising Agency 
Dobbins, Woodward & Co. 
Doherty, Clifford, Steers & Shenfield 
Dombrower, Ralph L., Co. 
Donahue & Coe 

Doner, W. B., & Co. 

Doremus & Co. 

Dowd, Charles F., Inc. 

Doyle Dane Bernbach 

Doyle, Kitchen & McCormick 
Duncan-Brooks 

Dwyer & Devoy Advertising 
Eddy-Rucker-Nickels Co. 
Eldridge Co., The (Philadelphia) 
Eldridge, Inc. (Trenton, N. J.) 
Emery Advertising Corp. 

Enloe, Cortez F., Inc. 

Faber Advertising 

Farquhar & Co. 

Farson, Huff & Northlich 

Feeley Advertising Agency‘ 

Felt Advertising 

Felton, Jack P., Advertising Agency 
Ferrer, S. M., Advertising 

Field, William Hill, Advertising 
FitzGerald, Inc. 

Foley, Richard A., Advertising Agency 
Foltz-Wessinger 

Food Research & Advertising 
Foote, Cone & Belding 

Foulke Agency 

Fox & Mackenzie 

Albert Frank-Guenther Law 
Frank, Clinton E., Inc. 

Frankel, Jones, Co. 

Franz, Alex T., Inc. 

Freiwald & Coleman 

French, Oakleigh R., & Associates 
Freystadt, E. M., Associates 
Fritsche, W. J., Co., Advertising 
Frost, Harry M., Co. 

Frye, Dan W., Advertising 
Fuller & Smith & Ross 

Fulton, Morrissey Co. 


Gallagher, Robert A., Advertising Agency 


Gallay, Sam J. 


Galloway-Wallace Advertising Agency 


‘Started business April, 1953 


160 283 
105 96 


936 


842 


271 
208 


304 
726 


497 
37 
1,761 
370 
217 
144 
412 
127 
137 
434 
701 
47 
6,036 
1,001 
601 
8,052 
725 
458 
245 
253 
1,748 
1,090 
71 
248 
37 
16,882 
314 
237 
297 
85 


Continued on page 86 
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the salesman who could have done better 


s Too few of his calls were made on ready buyers. But you can see to it 
that your salesmen spend more of their time with prospects who are ready 
to talk. s A good catalog program is the key, because buyers in indus- 
try almost always use catalogs to sift suppliers before calling in salesmen. 
And your catalogs can be planned specifically to induce more of them to 
cal] in your men. They can be placed strategically in the offices of all good 
potential customers and kept there ready for instant use. s Helping 
manufacturers get more invitations for their men to call, through better 
catalog procedure, has been Sweet’s business for 50 years. If you sell to 
the product design , plant engineering or machine tool markets, and would 


like to see some case histories, write, phone or visit our nearest office. 
Sweet’s Catalog Service: Atlanta, Boston, Buffalo, Chicago, Cincinnati, 
Cleveland, Dallas, Detroit, Los Angeles, New York, Philadelphia, Pitts- 
burgh, St. Louis, San Francisco. 





pages 1954 pages 











rank 1954 1953 rank 1954 1953 
217. Galloway, Wendell C., Industrial 328 Howard, Lloyd S., Associates 96 87 

Advertising 382 449 332 Howell Advertising Agency 89 8] 
47 Gardner Advertising Co. 3,055 x 23 Hoyt, Charles W., Co. 5,020 5,103 
256 Gates-Bourgeois Advertising Agency 256 258 306 Hubbell Advertising Agency 143 154 
19 Geare-Marston 5,213 3,193 225 Hudson, Raymond C., & Associates 362 369 
337. Gelles Advertising Agency 81 73 156 Humbert & Jones 664 626 
334 Geren Advertising 86 67 61 Humphrey, H. B., Alley & Richards 2,022 2,226 





120 Gibbons Advertising Agency 985 1,070 77 Hutchins Advertising Co. 1,584 1,246 
355 Gibson, H. L., Associates 37 27 302 Irwin, Howard M., & Associates 148 113 
333 Gillham Advertising Agency 87 89 283 Iversen-Ford Associates 188 109 
31 Gittins, Bert S., Advertising 3,954 3,881 280 Jackson, Haerr, Peterson & Hall 203 122 

122 Goerl, Stephen, Associates 963 920 368 Jackson, Seward, Advertising Agency 10 16 
357. Goldberg, Nate, Advertising Agency 33 57 317 Jacobi, Frank C., Advertising 121 42 
287 Goldsmith, George, & Harold Tregar 175 141 76 Jaqua Co. 1,610 1,632 
288 Goodkind, Joice & Morgan 174 15 330 Jary, William E., Co. 92 87 
194 Grant & Wadsworth 507 387 138 Jenkins, Ray C., Advertising Agency 816 605 
73 Gray & Kilgore® 1,684 1,911 117 Jenkins, William, Advertising 1,002 1,126 

30 Gray & Rogers 4,031 4,681 , 286 Johnson, Read & Co. 182 200 

20 Gray, Russell T., Inc. 5,205 5,729 54 Jones & Brakeley 2,500 2,050 

364 Green & Worple 17 7 128 Jones & Taylor & Associates 912 826 
254 Griifith-McCarthy 260 270 279 Judson, Arthur A., Inc. 205 289 
252 Griffith & Rowland 266 243 213 Kapps Advertising Agency 402 450 
224 Grimm 6& Craigle 366 413 301 Keeler, Lee, Inc. 149 65 
17. Griswold-Eshleman Co. 5.717 6,477 239 Keller-Crescent Co. 310 407 

312 Gross, H. M., Cc 132 281 316 Kelly, Zahrndt & Kelly 122 75 
283 Gross, L & Associates 188 155 204 Kenyon-Baker Co. 446 430 
344 Gruber, Art, Associates Advertising 61 96 14 Ketchum, MacLeod & Grove 6.110 5,091 
219 Gundel, Torkel, Advertising 378 384 187 Kimball, Abbott, Co. 535 449 
311 Gutman Advertising Co. (Wheeling 282 Kingsley, S. C., Advertising 200 402 
W. Va.) 133 136 86 Kircher, Helton & Collett 1,405 1,483 

365 Gutman Advertising Service (New York) 15 Q 195 Kirkland, W. S., Advertising 501 516 
345 Hall, John T., & Co.’ 60 = 11 Klau-Van Pietersom-Dunlay 6,526 7,795 
364 Hall-Neagle 17 8 170 Klingensmith, H. M., Co. 614 567 
371 Halpin, John L., Advertising 5 3 353 Knoll, Robert W., Advertising 43 43 
129 Hammer Co. 911 787 212 Kotula Co. 405 397 
110 Hammond-Goff Co. 1,069 909 227 Krate-Basch Associates 358 369 
311 Hare Advertising 133 240 276 Kremer, Merrill, Inc. 215 207 
334 Harper Co. 86 31 34 Kudner Agency 3.779 3,892 
306 Hartogensis Advertising Co. 143 151 243 Kuttner & Kuttner 301 310 
216 Hauptman, H. W., Co. 387 342 121 Lamport, Fox, Prell & Dolk 974 1,063 
33 Hazard Advertising Co. 3,861 3,817 345 Lang, Raymond I., Advertising 60 49 

64 Heaggie Advertising Co., Ltd. 1,938 1,832 210 Laux Advertising 412 397 

342 Heinze & Penfound 64 42 299 Lavidge & Davis 151 * 
173 Hempstead, Henry M., Co. 582 655 221 Lawson, Carl, Advertising Co. 374 366 
318 Hemsing, A., Advertising 120 123 245 Leblang, Mack, Co. 289 244 
292 Henderson Advertising Agency 164 160 142 Leeford Advertising Agency : 795 1,101 
309 Hepworth Advertising Co. 136 : 126 Lee-Stockman 915 883 
257 Hevenor Advertising Agency 254 223 223 Leon, S. R., Co. 370 406 
123 Hickerson, J. M., Inc. 948 608 207 Lescarboura, Austin C., & Staff 434 388 
218 Hill & Christopher Advertising 380 360 269 Lesseraux, H., Advertising 236 112 
284 Hinrichsen, Fred A., Advertising Agency 186 214 62 Lewin, Williams & Saylor 2,008 1,961 
95 Hixson & Jorgensen 1,265 1,234 90 Liggett, Carr, Advertising 1,380 2,214 
58 Hoffman & York 2,101 1,729 191 Liller-Neal & Battle 515 419 

94 Holden-Chapin-La Rue’ 1,301 1,080 325 Lino, Alfred L., & Associates 103 101 

146 Hollingsworth, E. R., & Associates* 767 625 80 Loudon, Henry A., Advertising 1,538 1,576 
293 Horton, Church & Louttit’ 163 161 137 Lovekin, R. E., Corp. 822 799 
39 Horton-Noyes C 3.451 4,283 300 Luckoff & Wayburn 150 138 

276 Ludgin, Earle, & Co. ; 215 240 

moe 137a Lupton, John Mather, Co. 821 998 
*Not available 177. MacDonald, Arthur R., Inc. 568 443 
"Formerly Charles M. Gray & Associates 220 MacDonald-Cook Co. 375 334 
‘In business 9 mos. in 1954 65 MacFarland, Aveyard & Co. 1,866 1,322 
"Formerly Hc'den, Clifford, Flint 18 MacLaren Advertising Co., Ltd. 5,693 5,556 


’Formerly Hollingsworth & Collins ies 
"Formerly T. Robley, Louttit, Inc. *Not available 
Continued on page 88 
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ONE MAN, THREE TITLES, THREE JOBS 


How a small town buys municipal equipment 


MR. W. 0. MANN does almost everything 
in Siler City, North Carolina (population 
3,000) . His official title is City Clerk, but don’t 
let titles fool you. He is also Water Superin- 


tendent and Street Superintendent. 


When Siler City needs equipment, Mr. 
Mann recommends purchases to the mayor and 
five commissioners. As in most other small 
town governments, these officials are elected by 
the voters and serve in a part-time capacity. 


Purchases must have their approval. In this 


yeones 





way the City Clerk has bought Badger water 
meters and an International Harvester tractor 
with a Henry backhoe attachment. “Any time 
I am interested in new equipment, | look for 


it in THE AMERICAN City,” says Mr. Mann. 


Are men like Mr. Mann seeing your adver- 
tising? You can increase your sales to city and 
town governments by investing your advertis- 
ing dollars in THE AMERICAN City—the maga- 


zine that reaches all municipal departments. 
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pages 1954 pages 
1954 1953: rank 1954 1953 
12 MacManus, John & Adams 6,183 6,558 236 Patch & Curtis 316 298 
294 Maercklein-Nelson Advertising Agency 161 108 314 Patten-Gille-Beltaire” 126 14 
287 Mahool Advertising 175 160 72 Poulson-Gerlach & Associates 1,703 1,479 
240 Malcolm-Howard Advertising Agency 308 305 133. Penn & Hamaker 872 466 
199 Malone, Norman, Associates 468 387 157. Perry-Brown 654 794 
245 Mark, Emil & Co. 289 290 218 Pershall, J. R., Co. 380 520 
206 Marklin, George A., & Associates 436 426 119 Peterson & Kempner 989 1,632 
10 Marsteller, Rickard, Gebhardt & Reed” 6,682 4,872 270 Peterson, Robert, Advertising Management 232 231 
190 Martin, Willis S., Co. $25 652 280 Pfaus-Finkle Advertising Agency 203 136 
356 Masso, Nicholas, Advertising Agency 36 32 307 Phillips-Ramsey Co. 139 112 
38 Mathes, J. M., Inc. 3,459 3,623 232 Platt, Zachary & Sutton 327 308 
372 Maxwell, Early, Associates 4 4 52 Potts, R. J.,-Calkins & Holden 2,563 2,327 
6 McCann-Erickson™ 9,439 8,498 270 Power, Edward M., Co. 232 266 
259 McCarthy, L. F., & Co. 251 249 247 Powers, John O., Co. 280 301 
21 McCarty Co., The 5,168 4,405 231 Prelle, F. W., Co. 329 355 
167. McClure & Wilder 627 544 241 Presba, Fellers & Prisba 307 287 
363. McCormick Co. 19 12 304 Price, P. W., Advertising 146 121 
221 McDaniel-Fisher & Spelman Co. 374 457 88 Price, Tanner & Willox 1,391 1,340 
273 Meissner, Charles & Associates 218 205 201 Proebsting, Taylor 460 300 
163 Meissner & Culver 635 576 93 Randall, Fred M., Co. 1,312 1,132 
37. Meldrum & Fewsmith 3,471 3,392 131 Reach, Yates & Mattoon 897 873 
260 Mellor Advertising Agency 250 243 289 Read Brothers Advertising 168 121 
127. Mercready, Reid, Handy & VanDenburgh” 914 864 237 Reeves, Knox, Advertising 314 263 
105 Merrill, McEnroe & Associates 1,151 1,193 361 Refsdal, Palmer N., Agency 25 60 
106 Metcalf, George T., Co. 1,122 1,172 145 Reilly, Brown & Tapply 775 703 
151 Michener Co., The 704 675 43 Reincke, Meyer & Finn 3,261 3,405 
214 Miller, Harold, Co. 401 313 286 Reiss, Joseph, Associates 182 166 
331 Miller, John Thomas 90 84 28 Richards, Fletcher D., Inc. 4,129 3,454 
267 Mitchell & Mitchell 238 357 315 Riger & Sheehy Advertising 125 85 
253 Mohr Associates™ 264 56 Rives, Dyke & Co. 2,329 1,570 
103 Monk, Howard H., & Associates 1,158 5 152 Robertson, Buckley & Gotsch 702 737 
336 Monsos, John S., Advertising 83 98 130 Robotham & Peck 899 1,019 
249 Moore & Co. 276 233 49 Roche, Williams & Cleary 2,915 2,988 
84 Morey, Humm & Johnstone 1,426 1,422 263 Rosengarten & Steinke 243 190 
192 Morgan Advertising Co. 512 656 91 Ross Roy, Inc. 1,356 1,306 
149 Moser & Cotins 726 565 352 Rossi & Hirshson 45 48 
209 Moss Associates 415 395 29 Rumrill, Charles L., & Co. 4,041 3,973 
180 Moss-Chase Co. 559 389 16 Ruthrauff & Ryan 5,835 5,964 
238 Morrow, Tim, Advertising 311 273 169 Runkle, Lowe, Co. 619 504 
310 Mullican Co., The : 134 : 82 Sanger-Funnell 1,457 1,405 
264 Myers, Wilbur A., Industrial Advertising 242 236 176 Sann, E. W., & Associates 573 631 
232 Myers, Willard G., Advertising Agency 327 283 157 Saunders, Shrout & Associates 654 614 
113 Needham & Grohmann 1,052 1,034 184 Savage-Lewis" 553 482 
197. Noble, Albert Sidney, Advertising 493 440 319 Sayre, R. W., Co. 119 119 
867 Obermeyer, David H., Advertising Agency 11 : 186 Scheel Advertising Agency 546 539 
166 O'Connell, R. T., Co. 628 612 234 Schonfarber, Gordon, & Associates 322 276 
297 Osilvy, Benson & Mather 156 5 246 Schram Advertising Co. 283 248 
320 Ohio Advertising Agency 116 i 158 Seeds, Russel M., Co. 653 378 
175 Olmsted & Foley 576 785 344 Seiden Co., The 61 34 
242 Ovesey, Berlow & Straus 304 224 222 Seitz, Ken., & Associates” 372 
42 Palm & Patterson 3,305 3,230 323 Seix, James C., Cc 105 74 
134 Parker Advertising Co. 869 802 189 Shaw, John W., Advertising 529 316 
250 Parsons, Friedmann & Central” 272 202 233 Shaw-Shon 326 315 
320 Shecter & Levin Advertising Agency 116 122 
362 Sherman, Irvin, Co. 22 19 
367 Sieck, H. Charles, Inc. 11 17 
#1954 figures are combined total of pages placed by Marsteller, 
Gebhardt & Reed and Rickard & Co., whereas 1953 figure is 
pages placed by MG&R alone. 
“Figure for McCann-Erickson, 1954, includes space placed by 
Marshalk & Pratt, which is now a division of McCann-Erickson. “Formerly M. P. Patten & 
®Pormerly Mercready, Handy & Van Denburgh 
inh Sciiieate F seunty, tes 8064 "Formerly Addison Lewis C 
“Formerly Central Advertising Service “Started business December, 1953 
Continued on page 92 
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How many civil engineers 
hold important executive positions 


in typical contractor organizations? 


An average of 15 civil engineers.” 


Average Number of C.E.’s 


Title per Contractor Organization 
i ae scnsutdesavsnsanacecssecntstreevias 2.2 
IIE ooo onssis ies éncecscces...... Te oaeey RAO 
a Sis sccaiaveneiaisnenescsnnessceoesece ian oe 18 
Construction Superintendent ....................0.0 0.0... 2.5 
Nisin ocesicanensuexssnveesensserns dicen 88 
Design Engineer.................. POT A tay FU cos ene oe 1.3 


How can you reach the largest audience 


of decision-making civil engineers? 


IN CIVIL ENGINEERING — 


the only publication read regularly every month 
by 38,000 civil engineers who are a dominant influence in 
the purchase of construction equipment and materials. 


*Send for your copy of the new study which ENGINEERS ARE 
reveals for the first time some facts about the engineered ) EDUCATED TO 
construction market that will be of vital interest to you! SPECIFY AND BUY 





CIVIL ENGINEERING 


The Magazine of Engineered Construction 


THE AMERICAN SOCIETY OF CIVIL ENGINEERS 
33 WEST 39TH STREET, NEW YORK 18, NEW YORK 





MEMBER AUDIT BUREAU OF CIRCULATIONS 





April 1955 /'89 





% set 
Sree nevaee shame essere penne ores 






for the world of 


PETROLEUM 
MEEK 9. 


@ A McGRAW-HILL PUBLICATION 





Everything important in oil will be the unique province of 
Petroleum Week. This new communication service will keep men 
who matter posted on every phase of the oil industry—by giving 
the big picture fast, by filling in essential details too ... through 
the important new technique of writing for variable-speed reading. 





wide...industry-deep 


CROSS-COMMUNICATIONS + VARIABLE-SPEED READING 
INDUSTRY-WIDE COVERAGE + FOR MEN WHO MATTER 


Petroleum Week’s coverage, alone of all the oil maga- approve and buy in all branches of the industry. 


zines, extends industry-wide—to all segments of produc- ; ei 
Only an industry-wide, industry-deep coverage can meet 


tion, refining, transportation and marketing. No other ae ss iis 
oil’s pressing need for cross-communications. And today 


petroleum magazine is now doing this over-all cross-com- 
munication job in an industry which so vitally needs it. Oil 
men themselves have stated and defined this need. 


only Petroleum Week is prepared to provide technical and 
business information about all segments, written in terms 
understandable to all oil men, and in the exciting new 
Petroleum Week’s coverage is industry-deep as well— variable-speed technique for faster, more efficient reading. 
making technical developments clear to all oil men, 

penetrating to all levels of decision making. Petroleum 

Week’s readers are engineering, operating, supervisory and Plan now to put Petroleum Week to work for you. Publica- 


management people . . . the men who spark ideas and get tion begins July 8—pilot copies are available from the 
things done . . . the men who suggest, specify, requisition, McGraw-Hill office nearest you. 


PETROLEUM WEEK => 


330 West 42nd Street, New York 36, N. Y. 


A McGRAW-HILL 
PUBLICATION 
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1954 pages 1954 pages 
rank 1954 1953 rank 1954 1953 
339 Simcock, A. M., Advertising 73 60 320 Tyler Advertising Agency 116 187 
290 Simonds, Payson Co. 167 198 104 Ullman, Roland G. E., Organization 1,152 1,043 
179 Sive, Leonard M., & Associates 561 433 172 Vanden Co. 586 447 
285 Skala, R. J., Co. 185 244 350 Van Dine Agency 48 52 
244 Smith, Brad Wright, Advertising 297 : 63 VanSant, Dugdale & Co. 1,969 1,960 
281 Smith, Frederick, Advertising Agency 202 190 220 Vautrain, Chas. E., Associates 375 362 
125 Smith, Hagel & Snyder 917 861 235 Wade, Louis E., Inc. 317 347 
92 Smith, Taylor & Jenkins 1,327 1,275 26 Walker & Downing 4,870 4,792 
370 Smutz, Jim, Advertising & Publicity Agency 6 23 131 Walker, Harold C., Advertising 897 814 
272 Spaulding, C. Jerry, Inc. 226 215 60 Walsh Advertising Co., Ltd. 2,035 2,777 
139 Speed & Co. 815 746 193. Ward, Taylor M., Inc. 511 406 
164 Spitzer & Mills Ltd. 634 604 100 Watts, Payne-Advertising, Inc. 1,201 1,198 
111 Spooner & Kriegel 1,067 982 174 Weiler, Vernon S., Advertising 580 593 
198 Staake & Schoonmaker Co. 474 510 74 Weiss & Geller 1,642 1,540 
358 Stauffer, Fred J., Advertising 32 29 317. Welch, Collins & Mirabile 121 : 
348 Stebbins, Barton A., Advertising 50 42 359 Wendt Advertising Agency (Great Falls, 
188 Steffen, Paul J., Co. 532 396 Mont.) 29 26 
255 Stern, Nelson, Advertising 257 243 136 Wendt Advertising Agency (Toledo, O.) 850 798 
225 Stewart, James A., Co. 362 238 354 Weston Advertising Agency 42 29 
302 Stone-Stevens 148 111 148 Wexton Co. 737 402 
24 Sutherland-Abbott 4,989 4,898 248 Whitehead & Sprague 279 290 
97 Swink, Howard, Advertising Agency 1,240 1,514 143. Wildrick & Miller 785 726 
78 Symonds, MacKenzie & Co. 1,583 1,459 363 Wilhelms, Frank, Advertising Agency 19 26 
185 Sineniieimesiaile Wm. G., Co. 547 253 277 Williams, W. J., Advertising Agency 211 198 
266 Taylor-Norsworthy } 240 168 215 Wilson Advertising-Marketing Service 398 398 
343 Thompson, Geo. E. S., Advertising Consul- 44 Wilson, Haight, Welch & Grover 3,243 2,787 
tant : 63 8] 102 Witte & Burden 1,164 1,202 
38 Thomson Advertising” 3,459 3294 98 Wittner, Fred, Advertising 1,224 1,263 
@ Thompson. J. Walter, Co. 17,016 17,884 89 Wolff, Ed, & Associates 1,381 1,494 
20Sa Tilds & Cantz Advertising 443 430 329 Wright Advertising Agency 94 131 
198 ‘Todd, Coleman, & Associates 917 896 366 Wright, George Wilfred, Agency 12 21 
325 Town Advertising Associates 103 83 168 Zimmerman, Walter J., Associates 624 592 
140 Towne, W. L., Advertising 805 764 ei BE: aay 
229 Tracy-Locke Co. 347 343 Grand Total 508,788 494,038 
265 Tri-State Advertising Co. 241 309 —7,647 
59 Twiss, The House of J. Hayden 2,083 2,065 Beisce hy Besa 
Grand total minus 1954 figures for agencies 
not including 1953 figures 501,141 494,038 


*Not available 





Media changes.. 


Patrick Dudensing . . has been appointed 


research manager, Business Week. He 


was 


formerly associated with Wark Ad- 


vertising Associates, Vermont. 


John 


I > 
agel 


Iraci . . formerly advertising man- 


Carvic > ; ; ~tAy 3; t 
pervice magazine, is now district 


manager, Electronic Equipment, for New 


York 


New Jersey and eastern Pennsy]- 


J. Hall Burton . . has been named business 


. QR i) e 7 XAT 
manager, nevisia industrial, Wheaton, 


Ill. He was previously in charge of export 
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tivities for several machinery manu- 








“Why, gentlemen, no other company ever DARED to use so much white space!” 





















Your Golden Opportunity to Get a 
LARGER SHARE OF A LARGER MARKET! 


There is every probability that the 
annual sales of plumbing, heating, air 
conditioning and allied appliances 
will double within the next ten years. 


This estimate is based upon the 
pattern of market growth since the 
war; the increasing population trend 
and projected family formations; the 


rise in income levels and real purchas- 


ing power; the priority given plumb- 
ing and heating products in the 
minds of prospective purchasers, and 
the increasing share of the new con- 
struction dollar and the remodeling 
dollar which are being earmarked for 


the products of this industry. 


Consistent, aggressive DOMESTIC 
ENGINEERING advertising will in- 
crease your share of the market in 
the next decade . . . and it will in- 
crease your share of an increasing 
market. Here's the simple mathemat- 
ics of it; double your share of the 


market and your shares will quad- 


ruple! Good advertising repays you 
twice in the upswing. 

Nearly five hundred current adver- 
tisers are now capitalizing upon the 
upswing by using DOMESTIC ENGI- 
NEERING, the dominant medium in 
this field. DOMESTIC ENGINEER- 
ING has as many exclusive adver- 
tisers as all other publications in the 
field combined. It is the only fully- 
paid ABC publication in the plumb- 
ing and heating industry. 

Let a DOMESTIC ENGINEERING 
representative help you chart a pat- 
tern of sales growth in "The Golden 
Age" of the plumbing and heating 
industry, and show you how DOMES- 
TIC ENGINEERING can help you 


achieve it, or... 


CONSULT YOUR ADVERTISING AGENCY 


Domestic © NGINEERING 


ato 
°* 


a 
> ¢, 
< ° 
i ADL 
« ° 


? ‘ 
Curat 


1801 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS 
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advertising 


in business 


VY 


NOTE: The following figures must 


not 


March/volume 0.7% (in pages) over 1954 


be quoted or 





reproduced 


volume 
papers 


without permission. 








1955 1954 page change “‘, change 
Industrial 24,195 24,334 139 0.6 . 
Product News (1/9 page units) 3,587 : 3,276 + hl + 3.4 
Trade 6,656 6,507 149 2.3 
Class 3,016 z 2,896 120 4.] 
Export 1,180 1,143 37 r 32 
Total 38,434 38,156 278 0.7 
Year to Date/volume 1.2% (in pages) under 1954 
1955 1954 page change ‘;, change 
Industrial 66,702 68,031 1,329 2.0 
Pr ct News age units) 9,379 9,355 + 24 + 0.3 
Trad 18,529 18,636 107 0.6 
lass 8,366 8,044 322 4.0 
Expor 3,296 3,534 238 6.7 
Total 106,272 107,600 1,328 1.2 


March pages 


pages to date 


Ad volume rises in March; 
it’s first monthly gain of ‘55 


® AN INCREASE of 0.7% (278 pages) 
was reported for March, 1955, over 
March, 1954, by 287 publications 
reporting to INDUSTRIAL MARKETING. 
This brought the three months total 
for 1955 to only 1.2% (1,328 pages) 
under that of 1954. All groups 
showed increases for the month ex- 
cept the industrial group, which re- 
ported a slight loss of 0.6% (139 
pages). For the year to date, the 
industrial group showed a drop of 
2.0% (1,329 pages) under 1954. 

Class publications showed the 
greatest increase . . 4.1% (120 pages) 
for March and 4.0% (322 pages) for 
the first three months of 1955. 
Product news publications reported 
a gain of 3.4% (111 pages) for the 
month, and 0.3% (24 pages) for the 
year to date. 

The group of trade publications 
reported an increase of 2.3% (149 
pages) for March, and a loss of 
0.6% (107 pages) for,1955 thus far. 
Export papers showed a gain of 3.2% 
(37 pages) for the month, cutting 
their year-to-date decrease to 6.7% 
(238 pages). 


March pages pages to date 

















1955 1954 1955 1954 Industrial group 1955 1954 1955 1954 

64 107 164 222 Cleaning & Laundry Age (11x15) 35 — 104 — 

70 68 195 190 Coal Age 109 += §195 335 478 

Combustion 54 58 158 178 

94 104 289 297 Commercial Car Journal 150 163 454 472 

52 40 147 120 Construction Bulletin 9225 *191 569 540 

103 ‘94 31] 248 Construction Digest (bi-w.) 13924 7175 551 490 

5 53 143 160 Constructioneer (bi-w.) ‘178 159 476 459 

163 168 545 557 Construction Equipment 123 97 338 313 

153 148 433 414 Construction Methods & Equipment 157 162 440 437 

"96 85 286 273 Construction News Monthly 87 84 238 249 

*7475 ‘614 1451 1600 Constructor 67 77 187 19] 

42 34 97 98 Consulting Engineer 45 50 117 12] 

56 42 154 133 Contractors & Engineers (93/4x14) 144 130 418 396 

Appliance Manufacturer 66 40 172 116 Dairy Record (w.) 157 63 161 167 
Architectural Forum 208 197 559 503 Design News (semi-mo.) 256 257 704 730 
Architectural Record 243 241 706 689 Diesel Power 48 4] 124 134 
Arts & Architecture 14 14 39 4] Diesel Progress (9x12 36 40 100 116 
Automotive Industries (semi-mo.) §407 = §433 822 930 Distribution Age 59 47 445 401 
Aviation Age 169 §216 470 480 Drilling 11] 109 304 301 
Aviation Week *§*417 -§°398 998 871 Drug & Cosmetic Industry _ 98 108 296 305 
Bak idustry 148 151 497 490 Electric Light & Power $200 $7199 479 427 
Bed J 94 87 276 265 Electrical Construction & Mntce. 153 141 428 401 
Better Roads 4] 33 120 88 Electrical Engineering 76 86 223 226 
Boxboard Containers 62 72 174 175 Electrical West -.. 85 86 260 254 
Brewers’ Digest 52 51 181 185 Electrical World (w.) * 4389 °401 1099 1118 
Brick & Clay Record 51 65 158 183 Electronic Design 156 63 367 186 
Bus Transy ttion 61 81 198 247 Electronic Equipment 62 43 170 98 
Butane-Propane News 101 93 268 255 Electronics 419 426 1017 1075 
Sanner 135 42 123 143 Engineering & Mining Journal §271 165 555 473 
veramic Industry 58 65 195 215 Engineering News-Record (w.) *°411 *310 1051 926 
hemical & Engineering News (w.) 2.42 5237 723 634 Excavating Engineer 4] 38 109 99 

hemical Engineering 315 325 927 976 Factory Management & Mntce. 241 278 658 774 

hemical Engineering Progress 64 56 198 166 Finish 59 59 218 183 

Shemical Processing 202 219 599 638 Fire Engineering 99 98 165 163 
Yhemical Week 240 233 706 696 Fleet Owner 128 135 354 366 
Engineering 63 72 183 18 Food Engineering 135 164 391 454 
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Here's a modern sawmill—quite a change from the old, single pur- _itors meet and talk with men who know, gathering facts and reports 
pose operation. Coverage of plants like this is typical of THE on methods and equipment, interpreting trends that enable them 
LUMBERMAN, whose seven trained editors may be found wherever to put action into the editorial pages of THE LUMBERMAN .. . 
there are trees being logged or lumber manufactured. These ed- ‘must’ reading for forest products manufacturers everywhere.* 


THE NEW LOOK IN SAWMILLS 


There's a completely new concept in sawmilling today that embraces full utilization of 

product and application of modern equipment and techniques. The forest products 

industries are geared to supply our dynamic economy, with its multiple requirements 

of wood, today, tomorrow and forever. PAPER é 
hagk 


The preferred advertising medium to reach this market is THE LUMBERMAN be- 
cause of its: © Largest Paid Circulation © Services to Advertisers ® Responsive 
Readership. For specific information on the Forest Industries, write THE LUMBER- : 
MAN, 71 Columbia Street, Seattle 4, Washington. ond 


and 
tagner' 




















CONSTRUCTION| 


™ LUMBERMAN _— 


sags PACIEIL sues |! 


PORK BURT: 


A MILLER FREEMAN PUBLICATION 


New York * Chicago * San Francisco * Seattle 
Portland * Los Angeles * Vancouver, B.C. * New 
Orleans 


*All Miller Freeman Publications are field edited, 
each editor and his staff constantly working, liv- 
ing and reporting from the field on the industries 
they serve. 








-1iIVENESS 


FIRST QUESTION any industrial magazine should be prepared to 
answer is how many full-time editors are on the staff. Because the only 
way an industrial magazine can know its market is to keep its editors 
“in the plant.” 

FACTORY, which has far more editors than any comparable maga- 
zine, insures that these editors spend a good share of their time talking 
with operating men, studying plant operating problems and solutions. 
These men know industry and industry knows them. 

Result? Plant Operating Men all over America recognize that FAC- 
TORY ’s editorial content is closely geared to their problems, interests, 
and needs. 

And that’s another reason why more men in the Plant Operating 
Group pay to rad FACTORY than any other industrial magazine. 


ae a ee eta ne 
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| Thé Plant Opérating-Group 


oS: 


CHIEF ENGINEER 


MAINTENANCE 
; SUPERINTENDENT 
i 





FACTORY SUPERINTENDENT 













»». 10 INCREASE ADVERTISI 


FIRST ANSWER.to the problem of increasing 
sales to manufacturing is to get your-sales mes- 
sage to the men “in the plant” — the men of the 
Plant Operating Group. 

These Plant Operating Men are the toughest 
for salesmen to see and sell. Many are not even 
known to salesmen. It is industrial advertising 
which must do a big share of the job of making 
sales contact. 

But advertising must appear in magazines that 
go beyond the limits of the salesman’s knowl- 
edge. And in FACTORY it does. By concen- 
trating all its efforts on serving this group, FAC- 


A McGrow-Hill Publication 


TORY reaches Plant Operating Men known to 
salesmen . . . and goes beyond the “sales iron 
curtain” to reach the Plant Operating Men sales- 
men can’t see. 

And that’s another reason why more adver- 
tisers invest more dollars in FACTORY than 
in any other monthly industrial magazine. 


330 West 42nd Street, New York 36, New York 



























March pages pages to date March pages pages to date 
Industrial group 1955 1954 1955 1954 Industrial group 1955 1954 1955 1954 
Food Packer 39 34 107 106 Rock Products 119 126 408 412 
Food Processing 104 88 257 245 Rural Roads (bi-mo.) 29 28 55 55 
Foundry 196 211 543 581 SAE Journal 80 100 343 321 
Gas 112 99 287 261 Sourthern Lumber Journal 70 67 188 191 
Gas Age (bi-w.) *67 76 204 234 Southern Lumberman (semi-mo.) 128 146 396 432 
Heating, Piping & Air Conditioning 210 202 634 599 Southern Power & Industry 73 83 202 257 
House & Home 216 196 609 522 Steel (w.) ‘446 °554 1409 1539 
Ice Cream Review 90 94 239 247 Telephone Engineer (semi-mo.) 105 103 309 313 
Industrial & Engineering Chemistry 96 lil 266 314 Telephony "139 135 421 422 
Industrial Finishing (41/2x6}/2) 70 81 210 237 Textile Industries 118 139 377 398 
Industrial Laboratories 110 113 287 305 Textile World 165 180 475 525 
Industry & Power 54 64 144 189 Timberman 95 106 340 357 
Inland Printer 85 64 200 179 Tool Engineer $253 173 592 517 
Interiors 79 97 231 234 Tooling & Production 122 105 372 338 
Iron Age (w.) 7584 558 1570 1791 Traffic World (w.)' "187 245 437 507 
Leather & Shoes (w.) 773 77 310 328 Utilization 123 32 83 111 
Lumberman §227 §221 420 409 Wastes Engineering 21 24 61 63 
Machine & Tool Blue Book (4)/2x61/2) 260 291 728 877 Water & Sewage Works 69 97 175 183 
Machine Design ; 243 232 686 728 Water Works Engineering 61 54 167 152 
Machinery 270 315 765 889 Welding Engineer 61 97 175 163 
Manufacturers Record 2 25 61 135 Western Canner & Packer 34 40 96 111 
Marine Engineering 88 9) 249 266 Western Construction 95 93 271 256 
Mass Transportation 23 19 67 95 Western Industry 73 83 197 227 
Materials & Methods 181 183 485 514 Western Machinery & Steel World 133 110 366 373 
Mechanical Engineering 141 141 405 417 Western Metals 80 64 210 192 
170 87 207 269 Wood Worker 48 50 133 147 
9] 9] 251 246 Woodworking Digest (4!/2x61/2) 128 123 368 340 
164 163 452 470 World Oil 161 171 609 647 
84 89 229 252 World Petroleum (9x12) 93 92 209 213 
7107 92 310 280 —> ———- Ss —-— 
nal 35 35 90 103 Total 24,195 24,334 66,702 68,031 
216 262 602 719 
} 42 26 87 98 
M 65 60 178 184 March pages pages to date 
Modern Machine Shop (41/2x61/2) 251 311 716 883 Product news group 1955 1954 1955 1954 
Modern Metals 71 60 213 187 
Modern Packagin 150 §295 425 592 Volume figures for product news information publications are re- 
Modern Plastics 182 167 522 495 ported in 1/9 page units (approx. 314x434") . . not in standard 
Modern Railroads 151 138 382 376 7x10" pages. 
National Bottlers’ Gazette 77 78 202 205 Contractors’ Electrical Equipment 216 180 560 488 
National Petroleum News 1127 5157 359 406 Electrical Equipment 344 340 1024 984 
National Provisioner (w.) 1167 187 467 502 Heating & Plumbing Equipment 
National Safety News 158 156 272 283 News 131 132 357) 383 
Oil & Gas Journal (w 14099 5687 1720 1795 Industrial Equipment News 826 850 2275 2401 
Oil Forum 23 16 55 48 Industrial Maintenance & Plant 
n 11 1] 30 34 Operation 224 248 647 674 
94 90 941 258 New Equipment Digest 687 74] 2006 2177 
2) 94 93 258 253 Plastics World 330 270 900 792 
69 66 164 174 Product Design & Development 395 389 1039 1099 
121 133 376 421 Transportation Supply News 234 126 571 357 
g 145 137 486 472 Se 
215 195 597 587 Total 3,38 3,276 9,379 9,355 
85 95 251 270 
Refiner 227 198 585 562 
ine Industry 65 on 183 : March pages pages to date 
199 188 518 525 Trade group 1955 1954 1955 1954 
4] 4] 120 125 
155 163 428 438 Air Conditioning & Refrigeration 
57 63 172 181 News (w.) (111/2x16) 39 590 187 195 
200 214 545 619 American Artisan 139 137 427 430 
7] 93 214 259 American Druggist (bi-w.) -*it1. “18S 360 399 
229 187 59] 524 American Lumberman & Building 
80 69 203 184 Products Merchandiser (bi-w.) 194 183 529 507 
he LRE 338 310 621 600 Boot & Shoe Recorder (semi-mo.) 138 162 420 508 
a 318 351 862 961 Building Supply News 235 186 820 751 
129 165 376 460 Chain Store Age — 
30 3 9] 88 Administration Edition 
hing (41/:x61/2) 96 80 263 249 Combinations 38 33 100 94 
rchitecture 153 138 410 399 Druggist Editions 82 86 248 290 
é 99 9] 275 258 General Merchandise — 
Dinchiesing 277 245 715 700 Variety Store Editions 145 147 395 409 
Purchasing News 108 90 287 269 Grocery Editions 126 135 356 342 
Quick Frozen Foods 273 138 443 356 Department Store Economist 95 106 280 295 
Railway Age (w.) 14177 +8919 494 573 Domestic Engineering 181 173 486 478 
Railway Freight Traffic 25 28 82 83 Electrical Dealer 62 67 184 225 
Biter: timenlives & Care 103 75 231 207 Electrical Merchandising (9x12) 217 194 667 648 
Railway Purchases & Stores 103 116 = 310 5] Electrical Wholesaling 97 99-287 276 
Railway Signaling & Communica- Farm Equipment Retailing 71 68 223 189 
tions 37 42 108 119 Farm Implement News (semi-mo.) "144 149 406 406 
Railway Track & Structures 8] 75 177 178 Florists’ Review (w.) 1374 460 1097 1229 
Roads & Streets 103 89 78 252 Continued on page 102 
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H. V. Mercer, Manager, Adver- 
tising Department, Armco Steel 
Corporation, writes: 


‘I well remember when ‘Finish’ 
was born, and that we have 
been an advertiser since the first 
issue,” 

“The growth of the industry you 
serve has been phenomenal, and 
we have watched your maga- 
zine keep pace in both quality 
and range of editorial material. 
We have been impressed by 
your coverage of the policy- 
making, engineering, designing, 
production, purchasing and 
sales executives of the appli- 
ance and metal products manu- 
facturing field.’ 

“We have both kept pace, and 
the future looks even brighter 
for both ‘Finish’ and Armco.” 




















Appliance 
Nitec Pre 


ESTABLISHED 1944 


yducts sanu™ 
5 | 








Solidly 


for sales... 


For over ll years—134 consecutive issues—ARMCO 
advertising has appeared on page one of finish 


Two measurements of the value of finish to advertisers say 
more than an armful of statistics: The ever-increasing number of 
finish advertisers; and the continued selection of finish 
by advertisers such as ARMCO for reaching appliance and metal 
products manufacturers. 


Last year was the 11th year for finish — eleven years of 
consistent and substantial advertising gains. Last year, well over 
150 advertisers (through more than 100 agencies) used finish 
to reach the multi-billion-dollar metal products manufacturing 
market. 


And, like ARMCO, more and more advertisers are using 
finish consistently — month after month —as an effective 
means of getting their sales messages into the hands of key 
people who make, or influence, buying decisions. 

What better evidence is there that finish can do an 
equally effective job for you of concentrating on the key men, 
whatever their titles, who make buying decisions for appliance 
and metal products manufacturers! 


SPA 


bipa 


aT 2 CRase PUBLICATIONS 


YORK STREET AT PARK AVE. e ELMHURST, ILKINOIS 
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IRMAN ¢ PRESIDENT + EXECUTIVE VICE PRESIDENT + PLANT MANA! 
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ECTOR + MILL SUPERINTENDENT 


metalworking management... 
Build the strength of Paaai% 


Into your advertising Program 














Gone are the days of one-man management. Along with growth and the ever-increasing 
complexity of doing business, more and more key men have moved into the metalworking 
management area at every level. Today, decisions that affect you are in the hands of 
The Management Group. 


To meet the needs of its readers, STEEL has been gearing its editorial reporting to the 
management interests of administrative, production, engineering and purchasing men. 


Have you seen a copy of STEEL lately? Take a new look at its editorial approach and 
you'll see why your advertising in STEEL is selling all levels of metalworking management 
... making your advertising dollars worth more by reaching The Management Group! 


STRIAL ENGINEERING 


Edited for metalworking men at every management level... 
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March pages pages to date March pages pages to date 
Trade group 1955 1954 1955 1954 Class group 1955 1954 1955 1954 








Fueloil & Oil Heat 115 108 355 318 Oral Hygiene (4-5/16x7-3/16) 93 106 303 316 
Gas Heat 63 56 166 139 Scholastic Coach 44 43 116 111 
Geyer’s Topics 92 87 244 221 School Executive — 

Glass Digest 56 58 173 160 School Equipment News 125 146 377 344 
Hardware Ace (bi-w.) **444 *387 1119 1115 What's New in Home Economics 74 72 212 251 
Hardware Retailer 233 209 615 649 —_—_  —- - -_ 
} d 43 4) 145 149 Total 3,016 2,896 8366 8,044 
litioning-Sheet 


erectag 82 74 239 231 
& Underwear Review 85 79 234 238 March pages pages to date 


Industry Weekly 15] 57 156 166 Export group 1955 1954 1955 1954 


Implement & Tractor (bi-w.) 86 188 565 504 








American Automobile (overseas 


a oe edition)’ 105 79 «196285 
: ' American Exporter (2 editions) 146 154 512 588 
American Exporter Industrial 





nadaustri al 














73 76 192 215 i 

36 40 128 136 (2 editions) see ; 144 154 446 498 
42 aq 83 70 Automotive World (3 editions) 63 86 230 246 
155 14] 38] 358 Automovile American 114 92 222 271 
142 124 365 326 Cami 108 Y Ce nstruccion Pesada 21 20 69 J 
146 129 376 345 Embotellador (bi-mo.) 44 = “94 55 
137 15] 366 387 Farmaceutico : 28 38 107 121 
152 143 596 568 Hacien Ja @ editions) 108 109 325 280 
15 = -89.-—s«-237—285 a ee ee 
114 106 277 300 Implement y Tractores "54 31 112 82 


Ingenieria Internacional 
Construccion” 


160 
167 188 


genieria Internacional Industria 


Nm Ow 
oOo 

fo) 
sa 
Ww 


np™ 


% oe pies {AcGraw-Hill Digest 22 55 6] 
oo 141 324 305 Petroleo Interamerican 56 55 144 155 
106 at ae ae Pharmacy International 17 20 62 67 
210 203 703 676 Revista Aerea Latinoamericana 12 12 40 35 
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Class_group 1955 1954 1955 _1954 ase sineag 
SIncludes sp issue 
"275 "Oi. 73 72 "Estimate ed 
55 42 144 103 *Two issues 
67 61 149 160 Three issues 
$102 56 206 162 ‘Four issues 
93 86 246 243 "Five issues 
-3/] 78 63 233 206 Does not include advertising in special Western section 
w.) (1034x1534) '216 237 667 637 
Age “Pulp & Paper. . included for the first time this month. 
48 35 97 3 ‘Traffic World . . 1954 total advertising volume incorrectly re 
ndry World 64 64 203 197 ported in January, 1955, issue of IM. Should have been 1,728 
ental Survey 105 «6106 = 294 296 iges. 
Fountain & Fast Food 49 57 134 142 
spita! Management 64 63 168 183 ‘Journal of the AMA .. two months total 1954 was incorrectly 
tel Monthly 47 46 105 129 reported. Should have been 279 pages. 
ndustrial Marketing 96 99 278 286 
inal cf the American Medical American Automobile and Ingenieria Internacional Construccion 
Associ:ttior : 353 318 1049 987 for December and 1954 totals were transposed in the 
Me E 201 209 562 92 issue of IM. Should have been as follows: American 
Modern Be 98 85 244 226 Dec., 1954, 124 pages; Dec., 1953, 100 pages; 12 
fode 1 a 177 17 492 472 1954, 893 pages; 12 mos. total 1953, 916 pages. In- 
M M ne (semi-m ernacional C 1954, 50 pages; Dec., 
4t/4x6/4 333 288 932 815 ages; 12 m« pages; 12 mos. total 
n’s Sch 159 142 397 383 ages. 








Advertiser changes. . inane et . - Passaic, N. J., has William H. Collins . . former director of ad- 








made the following appointments: H. H. vertising, Dravo Corp., Pittsburgh, has 

Burrows, former sales manager, industrial been named advertising manager, Stand- : 
has been named ad- rubber products division, has been named ard-Vacuum Oil Co., New York. G. J. 
promotion manager, vice-president, rubber scles, and R. B. Newhams has been appointed advertising 
Pi urgh manufac- Hazard, former sales manager, packing manager for Dravo, replacing Mr. Collins. 











rdware. He has been division, has been namec. sales manager He was formerly advertising manager of 
r since 1940. rubber and packing. the company’s Engineering Works Div. 
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AVIATION WEEK ~ 


SOARS TO NEW SPACE RECORD 


Again in 1955, AVIATION WEEK’s 
First Quarter Linage Hits An 
“All-Time High! 


With a 1955 first quarter total of 984 pages”, 
AVIATION WEEK rings up an all-time avia- 
tion advertising record for total volume and 
business gained. This whopping figure com- 
pares with 1954’s three-month mark of 870 
pages, and reveals a smashing gain of 114 
pages of advertising. Here is an AVIATION 
WEEK gain that exceeds the total gain of 
the next three aeronautical publications 


Pe: 


1955 —* 





7 combined! 
1954 J $520.16 Why this ever-expanding and continuing trend 
1953 ij 3440.29 to AVIATION WEEK? The answer lies in on- 






time, consistently dependable editorial intelli- 
gence--served up by the largest and most expe- 
rienced staff of aviation specialists available 
today on any single magazine — delivered by 

aviation publishing’s fastest schedule. Modern, 

high-speed web presses capable of printing 

18,000 signatures each hour will soon be in 

service for AVIATION WEEK subscribers — 

thus insuring an even faster publishing service 

for our industry. 











1952 3248.07 











1951 2541.95 











1950 1680.92 













1949 1526.22 





194968 1342.77 AVIATION:-- 
WEEK - 











*984 Advertising Pages 
1955 First Quarter Record, { 
Other Figures Yearly Totals. 










Subscribed to, Read, and Preferred by more aviation 
ee LM ae 


McGraw-Hill Publishing Co., Inc., 330 West 42nd Street, Néw York 
36, N.Y. Other Advertising Sales Offices: Atlanta 3, Ga., 801 Rhodes-Haverty Bldg. 
Boston 16, Mass., 350 Pork Square Bldg. Chicago 11, Illinois, 520 North 


Michigon Avenue. Cleveland 15, Ohio, 1510 Hanno Bldg. Dallas 1, Texas, First 


Nationa! Bonk Bidg Detroit 26, Mich., 856 Penobscot Bldg London E.C. 4, 

England, 95 Farringdon Street Los Angeles 17, Calif. 1111 Wilshire Bivd. Pitts- 

burgh 22, Po., 738-9 Oliver Bidg Philadelphia 3, Pa., 17th & Sansom Streets 

San Francisco 4, Colif., 68 Post Street St. Louis 8, Mo., Continental Bldg 

A McGRAW-HILL PUBLICATION ABD @ 


A Veteran of NIAA 

One of NIAA’s staunchest supporters on the sunset side of 
the Rockies is Ed Beauchamp, advertising manager, Lane-Wells 
Co., Los Angeles, since 1946. He was president of the LA 
chapter when NIAA held its annual conference there in 1950, 
was a national vice-president of NIAA and chairman of its 
budget study committee in 1952. While in service as a commu- 
nications officer in Australia, he met a Melbourne girl who 
became his wife and the mother of his two sons. When you meet 
him, pronounce it “Beech’m,” despite the spelling of Beauchamp. 


A Solid Record 

Felix A. Guignon once operated his own drain tile plant. And he’s been 
associated with the ceramic industry ever since. Now he’s retiring 
after 34 years in the publishing end of the industry. Mr. 

Guignon joined Industrial Publications, Chicago, in 1921 as 
associate editor of Ceramic Data Book. In 1925, he became business 
manager of Ceramic Industry. Since 1937, he has been vice-president 

in charge of sales for both Ceramic Industry and Brick & Clay Record. 
He and Mrs. Guignon will continue to live in Chicago. 


Felix A. Guignon 


Chemist Turns Ad Manager 

When D. Gray Weaver puts out an ad on colloidal graphite, for Acheson 
Colloids Co., Port Huron, Mich., he knows what he’s talking 

about. Mr. Weaver started with Acheson in 1949 as a research chemist. 
And now he is supervisor of advertising and publicity. With 

his research background, Mr. Weaver can fill his ads with basic 
information. He does this well, too. The Affiliated Advertising 

Agencies Network has given him three awards since 1951 for his trade 
publication advertising and catalogs. 


D. Gray Weaver 


He Writes and Writes and Writes 

Not content with turning out copy for clients, this veteran 
Cleveland agency man has written a couple of area histories, 

two volumes of rhymed introductions, five satirical plays on 
business and advertising, and about 75 musical compositions, 
including an entry which took second prize in WTAM'’s “Ohio 
Composers’ Contest.” After entering advertising after World War 
I, Carr Liggett founded his own agency in 1933, served as its 
president for many years, and now is its treasurer and senior 
counsel. 


Carr Liggett 
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Spelling It Out 


Advertising—door-opener for salesmen, showcase for almost every product 
and service—is a mass mover of goods. But advertising must reach the right 
audience of reading or listening buyers. The right medium puts the “sell” in 
advertising. 

Because advertising appropriations—and programs—are often decided by 
management men, advertising media use the pages of Business Week to help 
win favorable acceptance for their markets. Business Week reaches the right 
audience—a higher concentration of decision-making management men than 
any other magazine in its field. And it does so at less cost. 

When you have a media story to tell management men be sure to use the 
magazine that will open the doors for your salesmen—putting the “sell” 


in your advertising. That magazine is Business Week. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT MEN 


BUSINESS WEEK 


A McGRAW-HILL PUBLICATION 
330 WEST 42ND STREET, NEW YORK 36, N. Y. 


These advertising media 
use Business Week 
to reach management prospects 


American Telephone & Telegraph Co. 
(Classified Directory) 


Columbia Broadcasting System, Inc. 


Nation’s Business 
(Chamber of Commerce of the U. S.) 


Parade Publications, Inc. 
Philadelphia Bulletin 
Sales Management 
Scientific American, Inc. 


Time 
(Time, Inc.) 


Woman’s Home Companion 
(Crowell-Collier Publishing Co.) 


Source: Publishers Information Buree 








HERE'S HOW TO CASH IN ON YOUR 
TRADE PAPER ADVERTISING i 














(2)—the buyer decides to buy 
your product. But it happens that he 
doesn't recall the exact publication 
in which your product was adver- 
tised, and he can't even remember 
the name of your company. Well, 
that’s no problem... 


(1) Your trade and technical paper 
advertising serves to store up im- 
pressions in the buyer's mind... 
impressions that will be held in 
reserve until the day— 























All he has to do is reach for his Conover- 
Mast Purchasing Directory ... and check your 
product's classification. And as your name ap- 
pears before his eyes... he REMEMBERS! 
Those stored-up impressions are sharp and 

clear once again. 


(4) since you have properly identi- 
fied your product in C-MPD by re- 
minding the buyer of its salient fea- 
tures, YOU GET THE ORDER. It all 
boils down to this... when you're in 
C-MPD, you're always present when 
they're ready to buy! 














SSS 








nover-Mast 
PURCHASING DIRECTORY, 


Directories are NUMBER ONE in bringing buyer and 
seller together. The National Association of Industrial 
Advertisers’ “Survey of Industrial Buying Practices’ 
reveals that buyers contact sources of supply through 


directories more than through any other medium. 
CoNOVER-Mast PURCHASING DIRECTORY gives you 

48% more manufacturing coverage than any other direc- 

tory. As a consequence, it will produce excellent results 


for you. 


WRITE FOR A FREE COPY OF “HOW TO INCREASE YOUR SALES 


Conover-Mast 
PURCHASING DIRECTORY 


205 EAST 42nd ST., NEW YORK 17,N. Y. 


THROUGH INDUSTRIAL DIRECTORY ADVERTISING.” 


BRANCH OFFICES 
CHICAGO - CLEVELAND + DETROIT - LOS ANGELES 














editorially 





Why Distributors Cut Prices 
# As the comments of industrial sales executives 
quoted in the March issue of INDUSTRIAL MARKET- 
ING indicated, price maintenance is a problem in 
selling to industry just as it is in the field of con- 
sumer merchandising. And there are many diffi- 
culties in the way of maintaining reasonably 
uniform prices throughout the country. 

Complicated list-and-discount pricing systems 
may be one of the main reasons why prices 
vary from market to market and from distributor 
to distributor. Because the objective of the sales- 
man is to persuade the resale agent to stock a 
full line, and extra discounts are offered to make 
this policy attractive, one distributor may have 
a considerably lower net cost than his neighbor. 
The result is that he can shrink the resale price 
and still make as good a profit as his competitor 
can. 

While quantity discounts may be logical and 
desirable in the sale of staple items of various 
kinds, it does not appear to be a good policy in 
the case of equipment and other industrial spe- 
cialties. As G. H. Goehrig, vice-president in charge 
of sales of Blackhawk Mfg. Co., Milwaukee, said 
in the IM article, “We attempt to price our prod- 
ucts fairly, and provide a uniform profit margin 
to the distributor. Therefore any departure from 
our recommended resale prices results only in 
shortening the distributor’s profit, and we do not 
feel that he can ably perform the functions re- 
quired of a distributor if he does not keep the 
full margin of profit allowed.” 

While Blackhawk does not contend that its rec- 
ommended resale prices are never cut, the one- 
price policy, with every distributor paying the 
same price for his stock as every other, certainly 
does not encourage price-cutting. The company 
which finds that its products may be becoming 
footballs of merchandising, due to varying costs 
resulting from quantity discounts, might well con- 
sider the advisability of going on a one-price 
basis and getting away from the headaches in- 
volved in list-and-discount pricing systems. 

This is a subject of great importance to the in- 
dustrial field, and readers who have had experi- 
ence in attempts to maintain recommended resale 
prices are invited to express their opinions on 
the policies involved. 





os 
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Advertisers Want Better Copy 
= We have noted an increasing demand for the 
services of our noted Copy Chasers, who edit 
“OK as Inserted” for INDUSTRIAL MARKETING, and 
who have been invited to present specific criticisms 
of advertising campaigns for the benefit of various 
local advertising groups. They have maintained 
their anonymity by putting their criticisms on tape 
recordings, and usually the advertisers and agen- 
cies concerned have had an opportunity to reply. 


This is just one indication that industrial ad- 
vertising is being subjected to more careful study 
and research than ever before, in the light of the 
demands of management for advertising which has 
selling punch because it provides interesting and 
convincing evidence of the user benefits inherent 
in the product. 

If there is one thing which research emphasizes 
more than another, it is that advertising must be 
rewarding to the reader. It must give him infor- 
mation he can use, in solving the problems pre- 
sented by his work. Just as the editor of a good 
industrial publication offers help to the reader, so 
the advertiser must make it his first responsibility 
to offer information which carries value to the 
reader as well as sales promotion for the manu- 
facturer. 

More publishers are providing some sort of 
advertising research in order to help their adver- 
tisers do a better job. With everybody working 
together, and with sound principles generally ac- 
cepted, we can look forward to industrial adver- 
tising playing an ever more important role in 
building markets for branded merchandise. 


100th Anniversaries Coming Up 

= Two leading industrial publications are making 
plans to celebrate their one hundredth anniver- 
saries. 

The Iron Age will celebrate its founding in 1855 
by the publication of a special centennial issue 
next June. And Railway Age, which was started 
in 1856, will have an anniversary issue celebrating 
its hundredth birthday in September, 1956. 

The longevity of industrial publications serving 
great industries is important, it seems to us, in 
indicating the basic values which they offer. 
Readers can’t get along without them, and neither 
can advertisers. 
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In radio-electronics 
it costs less 


than postage... 





to cover 40,000 buying points in the Annual IRE 
DIRECTORY in which a complex industry is organ- 
ized, coded, simplified and “indexed for use.” Men, 
firms, products —all are listed as vital working 
information for 35,000 IRE engineers and 5,000 pur- 
chasing agents and distributors who feed on facts to 
give their vast industry even greater growth. 


Just look how little it costs! 


Ad size Cost Cost per copy 
1/6 page S$ 80 1/5c 
1/3 page $160 2/5c 
2/3 page $320 4/5c 
1 page $580 (color)* 1-1/2c 
2 pages $1000 catalog 2-1/4c 
4 pages $1600 section 4c 
8 pages $2400 multiple 6c 
12 pages $3000 pages in 7-1/2c 
16 pages $3200 *4A colors 8c 


Because of its recognized service to engineers, 
because it is their industry encyclopedia, the IRE 
DIRECTORY is your basic selling medium in which 
one message works 365 days of the year. 

IRE DIRECTORY advertisers who wish to enjoy 
‘prestige position” in the 1956 edition must send 
engravings before May 1. Final closing for complete 
plates — June 15. 





Engineers are educated 
to specify and buy! 












INSTITUTE OF RADIO ENGINEERS 





THE IRE piIRECTORY 


Advertising Department 
1475 Broadway, New York 36, N. Y. 
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STREET 

TO THE 

RADIO- 
ELECTRONICS 
MARKET! 





ONE WAY < 





IRE DIRECTORY 
ALONE PROVIDES 
PRODUCT FACTS 
ENGINEERS NEED! 


35,000 IRE members are the engineers 
who spark new developments in the 
fast-paced, fast-growing radio-electron- 
ics industry. To feed the fires of their 
creative thinking, they must have the 
latest facts, That's why they turn first to 
IRE DIRECTORY — a working encyclo- 
pedia of products, firms and men. This 
vital working information remains 
within arm's reach 365 days a year. 

When it’s packed with facts, your prod- 
uct catalog in IRE DIRECTORY “tells 
and sells” the men who specify and buy 
— the IRE radio-electronics engineer. 








The Institute of Radio Engineers 


Advertising Department 
1475 Broadway, New York 36, N. Y. 












copy chasers 


Industrial ads of 50 years ago 


. . are today’s any better? 


For Better or Worse .. An unusual 
collection of industrial ads was displayed 
at an all-day industrial advertising con- 
ference of the Industrial Marketers of New 
Jersey. The ads came in pairs . . one ad 
that appeared in business publications 50 
years ago and another ad for the same 
advertiser today. 


As part of the program, IM’s Copy Chasers 
were invited to analyze the advertising. 
They did so, via tape recording to keep 
their identities secret. What they said is 
presented here. 





= jyusT PRIOR to our looking over 
the exhibits of pairs of ads repre- 
senting the advertising efforts of in- 
dustrial firms 50 years ago and 
today, a couple of thoughts occurred 
to us. 

First: although harsh criticism is 
the Copy Chasers’ stock-in-trade 
(you know: while some pecple read 
our stuff in INDUSTRIAL MARKETING 
because they hope to see ads of 
theirs that we've singled out for 
praise, lots of others probably read 
us because they enjoy watching us 
tear other people’s ads apart) still, 
we can’t very well afford to be harsh 
with companies which have believed 
in advertising for 50 years or more 
and have, moreover, been successful 
in surviving the vicissitudes of the 
past half-century. 

So our problem was: how can we 
criticize ads of 50 years ago and to- 
day, and make it exciting to an audi- 
ence which expects to see blood 
when the Copy Chasers come into 
the ring? These advertisers have 


been champions for longer than we 
have been alive. 

That’s one thought we had. 

A second thought is: we wonder 
how much progress has been made, 
over the same period of time, by 
other forms of communication. Cer- 
tainly the mechanics of communica- 
tion have greatly improved since 
1905. The telephone, the typewriter, 
radio, television, the dictating in- 
strument, the newspaper they 
have all helped to speed up the 
art of communication. Yet, it must 
be said that they are mixed bless- 
ings. As they have speeded up com- 
munications, they have left room 
for a greater quantity of things to 
be communicated. This has not al- 
ways been a good thing. More use 
of the media of communication has 
not always resulted in improved 
content of the communications. 

For one thing, our reliance upon 
communications machinery has 
robbed communications of much of 
its grace. Radio and television throw 
trash at people in huge quantities. 
So much is needed . . in order’ to 
keep the time occupied . . that qual- 
ity has suffered. 

We wonder: are better books be- 
ing written than fifty years ago? 
Can present-day theater be com- 
pared with that of other centuries? 
Do words, have the same 
power to inspire men to noble deeds 
as they did in the days of Voltaire, 
the Federalist Papers, William Lloyd 
Garrison, Zola, Charles Dickens? 

It’s an interesting speculation. 

And yet we feel sure that in one 
area of communications indus- 


now, 





I< | 


as inserted 





Nie 


trial advertising . . great advance- 
ments have been made. 

Just think: in other fields . . the 
newspaper, the magazine, the air 
media . . the reason for advertising’s 
existence is to pay the bill. Even 
Reader’s Digest can no longer get 
along without Book 
publishing is in desperate straits for 
lack of commercial patrons such as 
advertisers. 

People wouldn’t pay 
themselves, for the information and 
entertainment they get, if the ad- 
vertisers, impelled by the profit mo- 
tive, didn’t pick up most of the tab. 


advertising. 


enough, 


What Good Are Advertisers . . 
Not necessarily a bad thing. . this 
support of the press by the adver- 
tisers. A while ago The New Yorker 
had this to say about it: 


We should be thankful that we have 


a press supported by whiskey and bath 
salts instead of by government. Adver- 
tising keeps the fires of trade stirred u 
keeps the press defiant. 

To the Marxian thinker, it is an abom- 
ination: energy spent on exaggerating 
the unimportant and seducing the gullible. 

But advertising, despite its shocking 
past and its nerve-racking present, is our 
means of distributing the responsibility of 


a free press among many owners, for 
every client is, in a sense, a backer and 
has a stake in the columns he invades 
with his paid message. This creates a 
press that, though far from ideal, is at 
least lively and independent. If Man were 
a predictable being, if he were selfless, 
humorless, saintly, unacquisitive, adver- 
tising might be unnecessary and we could 
make bath salts come out exactly even 
and make freedom prevail without a mul- 
titude of singing commercials. Happily, 
there is no sign of such character in Man, 
and the system that best serves him and 
keeps him free is the one that conforms, 
as does ours, to his idiosyncratic nature, 
capricious spirit, desirous little heart, and 


to his infinite variety. 


But industrial advertising needs 
Continued on page 110 
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you sell the buying team”... 








%¥ ADMINISTRATION 


— The general manoger of a chemical equipment 
el (ol Fa Mime] ZoheM (ole) dire Mel m@elatia(-MilelmeIhZ— 
new methods for cost reduction, materials 

urelatel ilar Molaro MMuilelilelelul-ih am olee) ours 
Since Iron Age is the only business 
publication | read, | usually réad 

it quite thoroughly and select 

any material | can apply 


to my job.” 





S% ENGINEERING 


— A vice-president and engineer with 
oMmiile] <-1ao) Me Lile-elel-Tom olecletlat tam Melulme 
very thorough reader of Iron Age. | usually 
take it home to read. | think the “Digest of the 

Week in Metalworking” in front is great and | 

read these carefully first of all. The West Coast 
Report is very important to me. | go for the editorials. 
They are well-written. | like the advertisements in the 


magazine as well as anything else.” 














PUBLICATION 


when you buy A:from nAge 


..-across all metalworking...48% of alt industry 









K PRODUCTION 






— The plant superintendent of an aluminum fabricator: 





The Iron Age has a very marked influence on our 






planning and purchasing policy. | like the way 






the articles are setup, charted and illustrat- 






ed. I like the way articles are completed 






on consecutive pages. Iron Age is 






extremely helpfullto me. It gives 






me a pretty good picture 






of what others are do- 







ing. | consider Iron 
Age well-edited.” 





*K PURCHASING 






— The purchasing agent of a metal 
furniture maker: “I find a lot of features 
of interest to me in The lron Age aside from 







the price quotations. The news from Wash- 






ington, the. editorials, articles on new metals, 











etc. are easy to read, clearly defined and give me 
information | should keep up with. The price quota- 






tions are easy to find and follow. In fact, lron Age is so 






good from this standpoint that it is the one and only 






publication | refer to for prices.” 






copy chasers .. » 


no such defense. The advertising in 
business papers is a service the read- 
er wants . . not just a means of sub- 
sidizing the publisher. 

And it is much to the credit of 
those who sell goods and services to 
industry that they have exerted the 
effort to make the content of the ad- 
vertising truly serviceable. 

All this, of course, is self-evident. 
And yet it is worth especial recog- 
nition when we appraise 50 years 
work of industrial advertising. 

By and large, the industrial ad- 
vertising of 50 years ago was merely 
to enable the publishers to publish. 
Its purpose today is . . to help ad- 
vertisers make money by helping 
markets to make money. The adver- 
tisers have recognized the efficiency 
of the business paper as a means of 
selling. 

And there’s even more to it than 
that. Better than by any other 
means, advertising is the vehicle for 
challenging competition doing 
what is necessary in a free society: 
to inspire other people to try to 
lick you. 

So industrial sellers have learned 
to use the space they buy to create 
desire, to point out needs, to estab- 
lish preferences . . to describe, to 
explain, to compare, to demonstrate, 


to cite cases. 








The “EDWARDS” Patent 
Mechanical Ore-Reasting Furnaces 


2 FU. UM weRe Ame reae 


Dmeinecn amore Ore cemians «mam percaotage Bulge Se Duet 


THING OF SWING TYPE 


ee 
Pana ont to eee 


7. EDWARDS Gefierst, Australian, —«CHISNOLAE MATTHEW § 05, Oolerase Springs, Goin. 
cums <0 Gomer pony 

















Stearns-Roger: 1905 stresses product 
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A lot has been learned, and ap- 
plied, about what someone called, 
somewhere along the way, “sales- 
manship in print.” The sales propo- 
sition stated in terms of user-bene- 
fit, the case history, and the testi- 
monial are a few of the techniques 
we have learned to apply in print 
selling, because we learned they 
worked out well in personal selling. 
We've learned that it pays not to 
brag; we’ve learned to express our- 
selves in human terms; we've 
learned to respect the buyer’s view- 
point. 

You can’t say that of some other 
forms of business and other forms 
of advertising. 

Look at bank advertising. It’s 50 
years behind industrial advertising. 
Look at radio and TV advertising, 
much of it employing the art of irri- 
tation by repetition. 

Industrial advertising is 
more considerate of the audience. 
Most of it is informative. We: use 
fewer tricks. We don’t exaggerate 
so much or make such outlandish 
promises. Pretty generally, we use 
the space we buy to give the reader 
information he needs in order to do 
the intelligent purchasing which 
will help him to design, manufac- 
ture and distribute goods of con- 
stantly increasing value. 


much 


50 Years Later, Bad Ads . . 
But . . and here come the Copy 
Chasers . . you'd never know it from 
the representatives of contemporary 
industrial advertising shown in this 
collection of ads 50 years apart. 

Fully half of these 1955 ads are 
not much better . . or they’re even 
worse . . than what the same com- 
panies turned out when you and I 
were young, Maggie. 

This leads us to the conclusion 
that it’s the newer advertisers who 
are responsible for the progress that 
industrial advertising has made. 

Certainly, if this collection were 
truly representative of current in- 
dustrial advertising, then 1955 busi- 
ness papers wouldn’t get the reading 
they do . . and the little tribute the 
Copy Chasers just gave to industrial 
advertising would never have been 
uttered. 

What’s the matter with you 50- 
companies? 

pompous, 


year-old-and-older 
You're’ stuffy, you're 
you're fatuous. Except for photog- 
raphy and typography, you're back 
at the turn-of-the-century. 

Look at this Stearns-Roger 
spread. Ads showing off the new 
plant went out with ads showing 
the founder of the company in a 
long beard. 

Read it all the way through, and 
you can’t tell what kind of a busi- 
ness Stearns-Roger is in until 
you get to the end. And don’t tell 


Continued on page 112 
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business are they 








Big ‘producers of ready-mixed con- 
crete, Lumber & Building Material. 
Dealers are a constant market for 


Lumber & Building Material Dealers 
are a lucrative market for lift trucks 
and straddle carriers — equipment 


Are you selling that was “born” to serve this great 
this prime 
equipment market? 


batching equipment. 
industry. 


BSN’s readers buy a lot of equipment 
to handle and sell more than $8 billion 
worth of building materials annually. 


Your equipment is very likely needed in the 
booming lumber and building material dealer 
market. These merchants use conveying and 
elevating equipment, trucks, hoists, mixers, lift- 
trucks, loaders, office equipment and capital 
equipment of all kinds. 


The popularity of pre-cut, panelized 
homes has helped increase the great 
demand for woodworking tools and 


Stacking pallet racks stack up big 
profits for manufacturers who sell 
their production to the most mecha- 
— oe Pisces Mem Through BUILDING SUPPLY NEWS you created a bigger market for power 

: 9 reach more than 20,000 of them—doing 88.2°% saws, planers and related equip- 


Material Dealer! ment 
of the industry’s 10 billion dollar volume... 


dealers whose sales average nearly $500,000 an- 
nually—many of them in the millions. 


Are you completely familiar with this booming 
market for material handling equipment? If 
not, write today for BSN’s revealing 1955 
Market Study. 


BSN is the Ist DEALER Merchandising 
Publication 


Ready-mixed concrete must be 
delivered fast and on time, and 


Lumber & Building Material Dealers 


SUPPLY NEWS ere a big market for equipment 


: 5 South Wabash Ave. JP? ogi like this. 
Because no other retailer moves such 2 —- . 
a volume of heavy materials, Lumber Chicago 3 : 
& Building Material Dealers and a 

Wholesalers need a big volume of MPA @ 

this kind of equipment. a—_ 


‘Work horse of the material yard, 
there's a big demand for front-end 
loaders among Lumber -& Building 
Material Dealers who all need ver- 


An average of 4.76 trucks per BSN 
satile equipment. 


dealer-reader means a large new 
and replacement market each year 
for many different types of motor 
vehicles. 
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us everybody who reads knows what 
business they’re in . . that’s the “be- 
ginning of the end” attitude. At 
least in the 1905 ad, you know 
what they’re selling, and they do a 
powerful lot of selling. Today: just 
a case of advertiser-talking-to- 
himself. 

Rodney Hunt’s 1905 ad at least 
listed what the company had for 
sale. Its 1955 ad is just an exercise 
in art direction. You have to beat 
your Way through a thicket of fancy 
art forms to get at the message. 

The photos in the Raymond Con- 
crete Pile Co. ad are interesting 
enough, but what does the copy say? 
Headline says: “Raymond Fea- 
tures.” Subhead says, “Specialized 
Equipment for Every Type of Job.” 
Copy starts, “To provide exactly the 
right type of equipment for each 
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Rodney Hunt. . 50 years cloud the message 







Raymond .. 





foundation job, Raymond has de- 
signed and built special equipment 
for every type of pile-driving opera- 
tion.” 

Compare this with the copy in the 
old ad: 


What architect or engineer, in building 
a concrete pier, would permit green con 
crete to be deposited in soft earth without 


a protecting form? 


Why expect good results from such 
practice in the case of piles any more 
than in other work? 

The Raymond System alone provides a 
shell for every pile, thus making it possible 


to see that each hole is clean and true and 


assuming a perfect monolithic pile in 
every case. 
Pretty good, huh? That writer 


knew more about good ad copy than 
whoever wrote the recent one. 
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Sturtevant advertising hasn’t im- 
proved much .. on the basis of this 
evidence. They’ve given the page 
more work to do . . and made the 
reader work harder. 

Same with the Allis-Chalmers ads. 
Typography has improved over the 
past half-century, but Allis- 
Chalmers has done its best, in this 
recent ad, to make type hard to 
read. 

Here’s Westinghouse sending a 
valentine to itself. We do allow that 
this isn’t typical of Westinghouse ad- 
vertising, but it’s a fine example of 
pomposity and use of the so-called 
“advertising comparative,’ the un- 
substantiated claim: 


The New Life-Line A Motor. . 
step ahead by Westinghouse. 


the big 


Here it is . . the new Life-Line A Motor. 


Continued on page 116 








Electrochemical 
Metallurgical Industry 


me ms — om at oe a 














Laboratory 








STURTEVANT 








| 





i 
iF 


i 


i 
: 


ft 
i 


ia 


Hl 
Ne 
i 


i 


Eecledaedakhocsatnad 
Tian co a = eprom mtn Ow 
Sere ee eaves cage oa 


Hy 









































= 
MR_WAUKER, WEL BA | 

caste romeo, Aiea Di bas None 4 

j 


ote ae 











Hl Beet Se coe meee ein arias, Aetmrmnng sat mmng Mawtaeet 
de 


| 
‘i 
i 





thf 
it 
Hy 
eeghs 
Wh 
i 











STURTEVANT MILL 
| Sn eerie 


| aa 


MPANY 
MASS. 

















Allis Chalmers . 





212 / industrial Marketing 


. improved typography is not enough 


Sturtevant . 








. the page has to work too hard 












®@ One of a continuing series entitled ... ‘The reader is the most important man to both of us." 


“SCHOOLMASTER OF THE OIL INDUSTRY” ? 


One of our readers referred to The Oil and Gas Journal recently as being just that 
— the oil industry’s schoolmaster. And frankly, our first reaction was to feel a bit 


uneasy. 


After all, we certainly try to avoid the dull “textbook” appearance that “school- 
master” might HS And we go far out of our way to avoid using either the lan- 
guage or tone of the too-erudite professor. 


But come to think of it, there’s also a lot we /ike about our reader’s comment. Our 
primary purpose is to inform and educate our readers. And we do make every effort 
to give our editorial material the same technical accuracy, authority, and lasting 
significance that’s inherent in good technical education. 


We'll even go so far as to say that perhaps we subconsciously ¢ry to be the “‘school- 
master of the oil industry”—schoolmaster in the image of a competent, interesting 
lecturing professor who gives his audience the best of his subject in a way that com- 
municates it most effectively. 


We try to choose the technical news and know-how that represents the best thinking 
of the oil industry each week. 


We try to write that material simply, clearly, and effectively so that the important 
industry information we present isn’t obscured by technical jargon or complex 


phraseology. 


And we ¢ry to present and illustrate that material in the same simple, clear, effective 
way. Not “beautified” with glaring, misused color or made “clever” by tricky, com- 

lex layouts. But with one thought in mind: to transmit to the mind of the reader — 
in the fastest, most interesting way — the important information we offer. 


In short, maybe we have tried to be the “schoolmaster of the oil industry.” And if 
so, have we succeeded? Have we managed to walk the tightrope of balance between 
the stodgy and the vividly empty, the shallow and the too-deep? 


Luckily, we have a way to answer these questions — our renewal percentage. The 
per cent of our readers who’ve taken our “course” and re-enrolled for another year. 
That percentage, for The Oil and Gas Journal, is about 85. We like to think that’s 
fair proof that if we are the “schoolmaster of the oil industry,” our “students” think 


we're a pretty good prof. 


All this is important to you, Mr. 
Advertiser... because, remember 
... The Reader is the most im- 
portant man to both of us.”’ 


The PETROLEUM PUBLISHING COMPANY 


211 So. Cheyenne * Tulsa, Oklahoma 


ALSO PUBLISHERS OF: PETROLEO INTERAMERICANO and OIL AND GAS EQUIPMENT 
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Confidant 


Meet Hans H. Wanders... He makes no In 1930, Engineering and Mining 
speeches and attends no conventions. Journal began publishing Metal and 
Yet Hans has the friendship, respect and Mineral Markets and Mr. Wanders be- 
confidence of metal mining executives came its Market Editor. Ever since then, 
throughout the world, because he does he has pored over sales reports, cables 
one of the most exacting jobs in the and newsreleases...and has maintained 
industry. the most rigid standards of accuracy and 
Every week, producers and consumers __ integrity in reporting metal prices. It is 
of major non-ferrous metals supply Mr. a tribute to him that no other publica- 
Wanders with intimate tonnageand price tion or information source occupies a 
figureson consummated salesforeachday __ position of similar trust in the entire 
of the previous week. Hans uses this industry. 
highly confidential data to calculate and In experience . . . in knowledge of his 
report the daily, weekly and monthly job... in ability to serve his readers, 
weighted average price for each type of | Mr. Wanders is typical of McGraw-Hill 
metal. So reliable are his reports that editors. They’re specialists. They know 
industry’s long term sales contracts are _ their fields. They live with the problems 
based on the prices he will record at of the men—within these fields—who 
the time of shipment. Governments use __ look to them for accurate reporting and 
them to control and determine tariffs, helpful information. 
taxes and standards for purchasing and Their “product” has to be good. 
stockpiling. Editorial quality must be consistently 
Hans is a natural for this job. Anative maintained because every McGraw-Hill 
New Yorker—he started as copy boy _ publication is sold to its subscribers. . . 
with the old New York Commercial back bought because of the ability of McGraw- 
in 1904. By 1910 he was reporting N. Y. _Hill editors to provide the kind of in- 
Produce Exchange prices. From 1912 to formation that will help their readers 
1923, when he joined McGraw-Hill, he do a more efficient job. That is why 
was acquiring more pricing experience McGraw-Hill publications provide an 
with Oil, Paint and Drug Reporter and alert, interested audience for the adver- 
with Chemical, Color and Oil Record. _ tiser’s sales messages. 
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M-GRAW HILL sae 


 &O PUBLISHING COMPANY, INCORPORATED 


LRU ss 
App 330 WEST 42nd STREET, NEW YORK 36, N.Y. 


Se 
OVER A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL BUSINESS PUBLICATIONS 
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COpy chasers e e begins on p. 107 





Westinghouse 


Generators For Electrotytic Work 


few 
Sot, ant th wee 


Westinghouse Electric & Mig. Co 





The new {fe Line 4/ motor 
.».the big step ahead by Westinghouse 


Westinghouse ® 





BD tramtin by Compressors 


ee ee ee ae 
me we 


~ INGERSOLL. SERGEANT 





% The Strongest Chain Wrench Made 





Chic ayo Phoumatic 








Valentines bore the reader 


A new motor that steps ahead to lead the 
industry. A new motor that reflects the 
continuing engineering and manufacturing 
leadership of Westinghouse. A new motor 
that gives you greater protection; 
greater application flexibility; smoother, 


quieter peration; lower maintenance 


costs; fewer motor outages; longer motor 
life. 

The new Life-Line A Motor is still a step 
ahead of the industry. How? Through 
balanced design and proved performance. 
Look at the improved materials and ad- 
vanced mechanical and electrical com 
ponents—each one matched to its neigh- 
bor. 


That’s it. Is there anything factual 
or convincing about that copy? 
Much better is the copy in the 


Chicago Pneumatic 


1905 ad: “Built with large commu- 
tator and brush capacity, and with 
special attention to commutation.” 
At least, this ad doesn’t bore you. 

And here is a Chicago Pneumatic 
Tool ad that uses language we 
thought went out years ago: “Pays 
big dividends in dependability 
you can really count on CP compres- 
sors ... for long, dependable serv- 
ice . . . designed for continual effi- 
cient operation they stay on the 
job . . . all contribute to economy 
and dependable operation.” 

Which of the two Broderick & 
Bascom Rope ads does the better 
selling job? This one? Listen: 


In wire rope, it takes a balance 























. speaks an obsolete language 


bination of strength, flexibility and 


wear resistance for longer, trouble-free 
service. 

Yellow Strand has strength — from high- 
er quality materials — manufactured spe- 
cifically for wire rope production. Yellow 
Strand has flexibility from engineered 
design and precision care in construction. 
Yellow Strand has wear resistance — each 
wire, each strand is lubricated for internal 


protection. 


You have to read to the last few 
words before you get away from 
generalities. 

In the 1905 B&B spread: a pretty 
good photo, for the time, of the 
product in use. (You don’t know 
what is going on in the 1955 photo.) 
The fact that the advertiser’s rope 


Continued on page 120 
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Louis, Mo. 34 South St., New York 











Broderick & Bascom: 1905 . . the pictures have more punch 1955: the facts are buried 
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“We depend on 


Business Publications 
for vital news 


of a dozen industries...” 


says E. J. Thomas, President 


Goodyear Tire & Rubber Company, Inc. 


“Alert reporting and expert interpretation of engineer- 
ing and business news,” Mr. Thomas adds, “make a 
variety of business periodicals ‘must’ reading for 
Goodyear executives.” 

Where editorial pages are “must” reading, advertis- 
ing pages are studied, too. When the news and the 
articles of a magazine are essential and helpful to a 
reader, the facts and figures in the advertising pages 
impress him deeply. 

Business publications provide a direct sales route 
for any product or service of benefit to business or 


professional men. 


NATIONAL BUSINESS PUBLICATIONS, INC. 1001 Fifteenth Street, N. W., Washington 5, D.C. * STerling 3-7535 


The national association of publishers of 171 technical, decisions in the businesses, industries, sciences and 
professional, scientific, industrial, merchandising and professions... pin-pointing the market of your choice. 
marketing magazines, having a combined circulation 

of 4,022,707 . . . audited by either the Audit Bureau of Write for list of NBP publications and the latest 
Circulations or Business Publications Audit of Circula- “Here’s How” booklet, “How Weil Will We Have to 
tion, Inc. ... Serving and promoting the Business Press Sell Tomorrow?”, by Ralston B. Reid, Advertising & 
of America . . . bringing thousands of pages of special- Sales Promotion Manager, Apparatus Sales Division, 
ized know-how and advertising to tke men who make General Electric Company, Schenectady, N. Y. 
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CIRCULATION 


When Control Engineering was planned its paid 
circulation goal was set at 15,000 within three 
years. This goal was exceeded before the first 
issue went to press. Then, as the graph shows, 
each succeeding issue attracted an average of 
1,000 new readers. Growth rate, in fact, was so 
positive that the magazine was subject for ABC 
audit in four months. And, with March issue cir- 
culation up to *22,000, all evidence still points to 
unabated growth. 


PAID 


*22,000 


ae 


20,000 


19,900 


18,000 


17,000 — 


16,000 


15,000 - 


SEPT. 
GROWTH IN PAID CIRCULATION EACH MONTH 





ADVERTISING 


Organized solicitation for Control Engineering 
advertising commenced only two-and-one-half 
months before the first issue. Still, 96 charter ad- 
vertisers displayed product in 68 pages of the new 
and untried journal. By the end of 1954 the num- 
ber of firms advertising had grown to 141. And, 
with the March issue, 240 different control firms 
were represented. Incoming space contracts for 
the remainder of 1955 continue to build the ranks 
of advertising support. 


SEPT ° 
GROWTH OF DIFFERENT ADVERTISERS — MONTHLY CUMULATIVE 





EDITORIAL 


The McGraw-Hill research which preceded pub- 
lishing of Control Engineering strongly endorsed 
the need for an editorial format which would serve 
and develop trained specialists for this new and 
engineer-hungry field. An editorial staff of six 
qualified men was assembled—one an expert 
technical journalist, and the others with solid back- 
ground as control engineers. The graph offers 
growing evidence of the basic contributions being 
made by this group in advancing the field. 


*Unaudited paid circulation as of March 1955 issue. 
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ECONOMICS COMPUTERS DESIGN COMPONENTS SYSTEMS 


GROWTH IN TECHNICAL ARTICLES—FIRST SEVEN ISSUES 








DEFINES A $4 BILLION MARKET 






PUBLISHER'S OWN BREAKDOWN 






Raw Material Processing Industries ............... 

Consumer Product Manufacturers ..............22- 2,097 
Production Equipment Manufacturers .............. 2,449 
Utilities And Transportation Equipment Manufacturers.. 1,979 
Utilities And Transportation Operating Companies .... 2,132 












Aircraft And Guided Missile ................005- 1,971 
Instrumentation And Control Equipment Manufacturers. 2,410 
Engineers And Contractors .........s.seeeeeees 1,396 
Research Development Organizations ............. 1,199 
Government And Military .............0eeeeeeee 1,499 





Educational tnstilulions: .....ccccccccccccsccces 








Analysis Instrumentation .............sceeeeeeeee 
I ain anrideniewnscixeusetessns 26 



















Computer Type Equipment ................eee eee 38 
ND os aca nanwnnckecaunens saneuy 42 
Control Valves And Pumps .................e0000 28 
Electrical Connecting Equipment ................00. 35 
I nov ceceavinceoansdeesncces 45 
Mechanical Connecting Equipment ................. 27 
Miscellaneous (Employment, Book, etc.) ............ 63 
Miscellaneous Component Parts ...............000- 81 
pF OT TEES PO RAIOT 62 5 
ES is nears. naee s@acieens 35 
502 





THE EDITORS have been uncompromising in the quality and utility of material going into CONTROL ENGINEERING 
— a dedication which is already reflected in a growing stature of readers, and increased benefits to advertisers. 


os, +> abasic 


advertising medium 











for manufacturers of 








een) 


ENGINEERING 


INSTRUMENTATION AND AUTOMATIC CONTROL SYSTEMS 


components, instruments, computers, 
and control devices and systems 






A McGRAW-HILL PUBLICATION, 330 West 42nd Street, New York 36, New York ‘ 





April 1955 /119 





















COpy chasers e ® begins on p. 107 











AMERICAN MOISTENING. COMPANY 


ality of Design.” 
er 






“Simplicity an 
Yat Ess 


The On Fre 





r f 
anaes 


System 








Potder and 
Measerer 


Mr. SUPERINTENDENT 


GAKER MACHINE CO. NEW BEDFORD. MASS 








Floor Area Limited? © 











Evaperating Borne 


| 





| Me. 13( Cast leew Evaporating | 
| Barner if 





- ee 
| Me. 150 Fletcher's Copper | | The Fery Radiation Pyrometer 


oe enor 






















| DIRECT READING 
CONVENIENT TO USE 
EASILY UNDERSTOOD 





Applying 
Mandard Cel 


| Leeds & Northrup improved Type K Potentiometer 















[THE LEEDS & NORTHRUP co] 








AMCO .. orderly and informative 

won the five highest awards at the 
St. Louis Exposition is certainly a 
point in its favor. And we like this 
line: “This award adds nothing to 
the quality of our rope, but verifies 
the testimony we have offered in the 
form of records, tests, etc.” 

Not all these exhibits are subject 
to so much criticism. 

American Moistening Co’s 1955 
ad is orderly, typographically sound 
(which you can’t say of its 1905 ad) 
and very informative through 
both copy and pictures. Tells why 
the system is ideal for a limited 
area and how it operates. 

Leeds & Northrup has a dramatic 
ad. It has 


visual wallop, an in- 


- ELECTHICAL WORKD ase ENGKNEED vai 


| Senesal Clectric Compangl 


CURTIS STEAM TURBINES 














WAS 





Prt 


Principal Offices : SCHENECTADY, N. Y. 


es Office in all Large Cities 











. 50 years 
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bring improvement 


Leeds & Northrur 


triguing headline, and the copy is 
fact-full. 

And, Electric’s 
spread, while somewhat over-pow- 
ering with all that black back- 
ground, is at least an improvement 
over the 1905 ad. 

But that’s about it. About all we 
can say for the others in this collec- 
tion which we have not had time to 
call up for comment is that they 
aren’t worse than their 1905 ads. 
But they’re not much better. Poor- 
ly laid out, too cute in some cases, 
full of advertiser-talking-to-himself. 

They are not typical of current 
industrial advertising. Perhaps they 


finally, General 


are typical of companies that are 


(Sé) FEEDER VOLTAGE REGULATORS 


~~ 





4 complete fine of both step and induction 


. packs visual wallop 


depending upon their history to 
carry them into their future. We 
wonder where they’ll be 50 years 
from today. 

For our part, we're glad that 
there’s so much other advertising to 
make us proud of being in this busi- 
ness of industrial advertising. There 
may be less glamor in it and, un- 
fortunately, less money, than in 
putting on the Jackie Gleason Show, 
but . . by golly, most of us . . despite 
the evidence of this particular 
sampling . . are doing a good job, a 
job that should reward us with what 
the true craftsman considers most 
precious of all . . the satisfaction of 
a good job done. 


Continued on page 124 


4 reasons why G-E vertical-lift design 
is best for metal-clad switchgear 
wens 
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whiz biz in fizz 


MUSIC’S COOLER, platters spin 
longer, there are more teen-age cats 
with bigger allowances. That’s how 
we explain the 40% jump in pop- 
drinking since ’47. And come ’75, 
there'll be 63% more teens! Man, 
there’s a whiz biz in. fizz! 

So right now, in Richmond, Va., 
they’re building a million-dollar soft- 
drink plant. And another in Phila- 
delphia, and others in Montreal and 
Washington (with more on the 


FO 


drawing boards). This carbonated 
gusher is part of the everlasting 
food revolution—inspired by a chang- 
ing, growing population and bright 
new engineering ideas. Why, last 
year food plants spent 18% more for 
new construction than in ’53 — built 
11% more new plants—built 19% of 
all new industrial buildings! Among 
the giants, food’s hot—one of your 
hottest industrial markets. 


beady-eyed beer barons 


In an industry 
moving this way, you 
get a beady-eyed 
search for new ideas. 
For instance, pop 
plants search our 
monthly engineering 
features on soft- 
drinks —like our 10- 
pager on Vernor’s 
new $5-million gin- 

ger-ale plant. And they grab ideas from 
other food plants. The first phone call 
we got about a recent instant-coffee 
article was from a company named Cola! 

Vice-versa, too: When we ran a piece 
on a new pop-bottle cap you remove 
without an opener, the inquiries in- 
cluded letters from the third and eighth 
largest brewers and a big jam-&-jelly 
maker! 


more sugar in cookies 


The corner baker wails that people 
have cut down on bread—and the queen 
of the kitchen shouts, “Let them eat 
cookies!’”’ They do. With millions more 
little mitts in the cookie jar, output of 
packaged cookies and crackers is up a 


whopping 54% since the war! It’s only 
natural that $35,000,000 worth of new 
bakery construction has been announced 
in the last six months alone. 

What do big-buying bakeries read? 
An ingredients manufacturer asked his 
bakery customers. They mentioned FE 
2% times as often as any other magazine. 

Why? 


we sweeten the pot 
By providing an urgently-needed (but 


rare!) ingredient —engineering show- . 


how — FooD ENGINEERING attracts all 
kinds of food plants into a single, di- 
gestable market. They spend $20,000,- 
000,000 a year, buy 
almost every con- 
ceivable industrial 
product. 
Via FE, the adver- 
tiser can reach pro- 
ducers of about 75% 
of manufactured 
food—from pretzels 
to beer, from soup to 
nuts. Not just reach them — but sell 
them. For FE wins every industry-wide 
readership poll among men who buy. 
What more do you want? Biggest paid 
circulation? Got it! Most advertising 
revenue? Got that! Inquiries? Well, sir, 
in a recent study of 76 identical ads in 
FE and “Publication B,” FE averaged 
18% more inquiries per ad. 
Hot market. Hot book. 


“BROADENS OUR KNOWLEDGE,” 
says Master Brewer and Plant 
Manager C. E. Leiberman of the 
Gulf Brewing Co. “I! especially 
like FOOD ENGINEERING be- 
cause it is an excellent source 
of information on closely related 
types of food plants whose prob- 
lems are often like our own.” 


ENGINEERING 
McGraw-Hill 


READ BY THE MEN 
WHO BUY THE PRODUCTS 
TO RUN THE PLANTS 
THAT FEED THE WORLD 


Plants producing Baked Goods * Beer, Wine * Milk, Milk Products * Meat, Fish, Poultry * Processed Fruits, Vegetables * Grain Products ® Confections * Sugar * Soft Drinks * and al! other Processed Foods 
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SELL THE "Z| 
PLANT ENGINEER S49 {W%g |) AND YOU'VE SOLD YOUR PRODUCT 








here’s all 


we pay the Dill... _ Sages 


Tf 0e3 SB a list of individuals who you know are key buyers of 
your product—and are friendly enough to answer a 
questionnaire— 


fe} fetiera-me for them the front covers of all plant operating maga- 
zines you would consider in your selection of media— 


Et) i iet-taame on YOUR OWN LETTERHEAD in which one or 
two of the selected group they would be most likely 
to see your advertising. Check with our representative 
before you make the study. Send us the bill when call 
completed. DEarborn 2-5446 
CHICAGO, ILL. 


ait ineineering 


TECHNICAL PUBLISHING CO.,110 SOUTH DEARBORN ST., CHICAGO 3, ILL. 
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Shoot the Art Director 

The evidence is mounting . . wit- 
ness the foregoing . . that most of 
the faults of business paper adver- 
tising can be laid at the door of the 
art department. 

Our experience with the IMNJ, a 
similar experience with the Chicago 
NIAA Chapter, studies of Starch 
and Readex, and our regular perusal 
of business papers for background 
for this department . . all confirm 
the suspicion we’ve had for a long 
time: the artist, by and large, doesn’t 
know a damn about advertising. 

This is probably an over-simplifi- 
cation, but there is certainly basis 


for stating that the better ads (in 


our opinions and according to ad 
rating surveys) are the ones with 
the simplest layouts, the most obvi- 
ous illustrations, and most conven- 
tional typography, while the poorer 
ads are characterized by compli- 
cated layouts, involved or irrelevant 
or symbolic illustrative concepts, 
and typography that was picked for 
“effect” rather than for reading. 

Art directors in advertising agen- 
cies and advertising departments 
are, unfortunately, artists . . which 
means that they are overly imagina- 
tive, overly sensitive, and highly 
subjective. Art, to them, is a form of 
expression . . of themselves, usually. 

An artist is, for sure, an ego- 
maniac, a know-it-all. You can’t 
reason with him . . he either knows 
all the answers or claims immunity 
or other special privilege by reason 
of his being an artist. He is unreli- 
able, temperamental and generally 
a pain in the neck . . and the art 
schools, preferring to take their 
money rather than to do them the 
Christian service of disillusioning 
them, are spewing them out by the 
hundreds of thousands, poor crea- 
tures who think they’re Michelan- 
gelo and can’t draw their way out 
of a paper bag and yet are com- 
pletely unfit, by training or talent 
or intelligence, to make a living at 
anything else. 

Agency management would do 
well to put the art department (and 
its director) under the strict control 
of somebody like a Creative Director 
who has the authority to tell the 
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artists what he wants and absolutely 
forbid them to think for themselves. 
This Creative Director would be an 
advertising man first, probably a 
copy man second, and if he ever 
went so far as to “doodle” on a pad 
of paper, he would be declared in- 
eligible for the job. 

That’s a serious suggestion of ours. 
The artist must be curbed. Unfor- 
tunately, we have to employ him. . 
to visualize ad concepts for presen- 
tation to clients, to crop photo- 
graphs, to size type and make paste- 
ups. The camera has happily put 
the drawing out of business, but 
the artist still gets in his licks with 
colors, shapes, decorations, retouch- 
ing, hand-lettering, and all the other 
means the artist uses to satisfy his 
muse and interfere with message. 

Undoubtedly, there are some art- 
ists who do understand the adver- 
tising business and make reasonable 
contributions to it. Such artists, 
their instincts for self-expression 
frustrated and their ambitions un- 
fulfilled, probably go home nights 
and beat their wives. But there are 
some. 

How do you tell if your artist is 
one of these rare ones who is also 
an advertising man? 

Not if he uses splashes of color in 
a misguided effort to “capture at- 
tention.” 

Not if he runs type in reverse or 
against color plates . . or Ben Day. 

Not if he prefers circles and irreg- 
ular shapes to rectangles. 

Not if he has a passion for 
ragged-edge typography. 

Not if he is fond of decorating 
his ads with ribbons, stars, paper 
clips, arrows and “little men.” 

Not if he interposes some other 
element between headline and copy. 

Not if he uses signal devices to 
guide the reader from one element 
to another. 

Not if he uses a lot of hand- 
lettering. 

Not if he insists upon over-laying 
a corner of one element over an- 
other (thus running up a bill for 
combination plate). 

Not if he fails to make one ele- 
ment dominate or otherwise provide 
an “entrance” into the ad. 


Not if he puts the main picture 
anywhere but at the top of the ad. 

Not if he keeps complaining that 
the copy is too long. 

Not if he prefers the modern faces 
to the classical faces. 

Not if he touches out backgrounds 
in photographs. 

Not if he calls for type to be set 
in measures any wider than news- 
paper columns (unless the type size 
is correspondingly larger). 

Not if he fails to square up type 
areas. 

Not if he resists providing a 
change of pace in long type areas 
with underscoring, italics or bold- 
face subheads and lead-ins. 

Not if he keeps insisting that copy 
research is the bunk. 


The Customers Always Write 

Frederick S. Foltz of Foltz-Wes- 
singer, Lancaster, Pa., contributes 
the following to our “cliche collec- 
tion”: 

Solving Problems 

And Charles A. Shaw of Rock- 

ford, Ill. sent along 
We at Blank Co. 

We agree. 

W.F.R. Thanks for your nice let- 
ter. In answer to your questioning 
of our labeling these times as “this 
miserable era” .. what else can you 
call it after you’ve read the papers? 
Maybe over recent centuries we’ve 
learned to wipe our noses and shine 
our shoes, but on the other hand, 
our devotion to the art of destruc- 
tion . . of races, of cities and of 
characters . . makes the progress 
seem slight by comparison. How- 
ever, it’s certainly nice to read a 
note of cheer. Perhaps we need more 
of that. 

E.K.G. “Starting all over with a 
white sheet of paper” was certainly 
a good idea. 

K.E.N. A very interesting mailing 
piece you sent us. And yours is a 
very interesting proposition. How’re 
you doing? 

D.E. Well, your letter made us 
feel good, too. 

A.B.M. Thanks for asking the boss 
for reprints of Walter Paepcke’s 
article. We guess a lot of people 
liked our choice of Industrial Ad- 
vertising “Man of the Year.” 


The Copy Chasers 






This ad will get a high readership rating.* 


We are able to make this prediction because we have 
spent thousands of man-hours and many thousands 
of dollars studying the various methods of rating 


readership, and the factors which combine to create it. 


So, before a campaign runs, we can tell pretty well 
whether or not it will get high or low scores. We say 
“pretty well’ because we do guess wrong now and 
then. And while we can predict good or poor ratings 

. . , 
with a small margin of error, we aren’t overly 


impressed with our ability to tell how high or low. 


As a matter of fact, the more money we pour into the 
study of readership ratings, the more reservations we 
have about them. Yet we go right on setting aside a 
portion of our profits for research into readership (and 


other methods of judging advertising effectiveness). 


The reason is this: Any method which offers hope for 
measuring advertising effectiveness is worth the time 
and money it takes to understand it completely. It is 
also important to know the extent to which any 


measurement is to be trusted. 


Readership, for instance, cannot be trusted all the 
way. It is not an end in itself. It can even become a 
snare, when advertisers sacrifice a sales story to the 


right audience simply to get a big audience. 


The real test of advertising effectiveness is not just, 
“Did a lot of people read it?”’, but rather, “Did enough 
people do something about it?” 


For instance, if inquiries are your aim, then inquiries 
are a good measure. If your product can be sold 
directly from an ad, then direct sales are the best 


possible measure. 


But suppose your purpose in getting high readership 
is to open doors for your salesmen, and therefore cut 
the cost of personal calls. Or to get dealers to feature 
your merchandise. Or to educate financial people in 
the worth of the shares of your company. Or to build 


good will in the communities where you operate plants. 


How can you tell if such advertising is doing its job? 


Readership ratings are helpful, as far as they go. But 


beyond that, the measuring yardstick may have to be 
tailor-made to the job at hand. Because of the extent 
to which we have studied readership ratings—and all 
other forms of measurement—we have been unusually 
successfu! in tailoring such yardsticks for specific 


advertising jobs. 


And also largely because of this same intensive adver- 
tising research, we have been unusually successful in 
creating advertising effectiveness. For good creative 
people work at their consistent best when they are 
working with the best possible facts—not only about 


the product and the market, but about advertising itself. 


We continue to spend money to give our people those 
facts because we’ve found that’s how to get high 
readership ratings. And more important, that’s how 


to get advertising resulls. 








Percentage Who Have Cost Ratios 


Seen Read Seen Read 
Noted | Assoc. | Most | Noted . | Most 





*Starch ratings on 
Jour recently reported 
ads in this series. 





31 282 





50 é 357 
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Mow ond, Mow gING PLANS-MAKERS 
NE-AND-ONLY... 


INDUSTRIAL ADVERT! 


ADVERTISERS AND 
AGENCIES ALIKE 


must start basic campaign planning for major 
industrial accounts with reliable information on 
two points: The character and extent of a given 
market, and the prime methods of effectively and 
economically reaching that market. There is only 
one single source to which they can turn for data 
on both scores—the annual Market Data & Direc- 
tory Number of Industrial Marketing. And year 
by year, the extent.and frequency of this unique 
volume’s use grows, especially among the men 
who are responsible for mapping original mar- 
keting and advertising programs. The evidence 
keeps piling up—proof in the form of hundreds 
of inquiries for supplementary facts sent direct to 
MD&DN editors; hundreds more of letters com- 
menting glowingly on MD&DN’s unique useful- 
ness from responsible individuals representing 
both advertisers and agencies. It’s a well docu- 
mented fact that, when it comes to industrial 
market-and-media planning, the Market Data & 
Directory Number is the basic reference—the 
Place Where Plans Begin! 


RELY ON THIS 0 


69 MAJOR INDUSTRIAL 
AND TRADE MARKETS 


are covered, with basic information on each, in 
the 500-page Market Data & Directory Number. 
Detailed figures, charts and other pertinent and 
positive information qualify MD&DN as the most 
conveniently useful of available “Road Maps” of 
unknown selling territory. It’s constantly pored 
over when new markets are being entered or in- 
vestigated. For rechecking and re-evaluating 
more familiar areas, the authoritative, full-but- 
tersely-presented material is equally invaluable. 


Beside the market pictures presented in this 69- 
section breakdown of major industrial selling 
areas; circulations, rates, and physical data con- 
cerning all trade publications in the field are 
given in capsulized “quick-take” form. 


As the only source of market-with-media infor- 
mation, no wonder the plans-makers turn more 
and more often to MD&DN for guidance for 
mapping industrial marketing and advertising 
programs. 


1. What current trends and ts in the in- 
os - sonclagiie 
2 What are the basic staistics—plants, location, sales, 
employment, etc. | 
3. What does the ind and 
Ah ahs ee 


4. How does the bu and 
oa et y—buying standards, 


5. What sources are available for further . det 
peer Bee hel oli Forse 

6. What publications serve the market—basic 
about them? 
"consideration? (These sine aes wage lind ie 
form of “tell-all” advertisements of pub \ 





used ‘‘tell-all’” advertisements last year in 
MD&DN, to get the essentials of their own media- 
and-market stories in front of planners at the 
most vital strategic moment—the first planning 
stage—and at other times all during the year 
when schedule additions, changes or market re- 
evaluations are in the cards. 


Every time a specific market is referred to, and 
advertiser interest is aroused, the “‘tell-all’”’ pub- 
lishers’ ads adjacent to related data are in posi- 
tion to provide users with wanted information 
that is needed for “‘first-list” scheduling consider- 
ation. Such an “all-year” ad, therefore, is one of 
the soundest and most economical promotional 
investments—assuring an unparalleled chance 
for you to make those all-important early con- 
tacts with major schedule potentials. 
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PUT YOUR MEDIUM 
ON THE MAP... 


With 12,000 distribution, the 1956 Market Data 
& Directory Number will reach key men in the 
advertising and sales departments of important 
industrial advertisers, and in agencies where the 
greater part of media selection for major budgets 
is made. Of course, the total readership of the 
issue is far, far greater. A single copy, during its 
constant year-long use, is likely to be again and 
again in the hands of two, three or a dozen in- 
dividuals with decisions to make — decisions 
which can affect how much space your publica- 
tion will get for important campaigns. 


A fact-telling ad in MD&DN, stressing the big 
reasons why your market oifers a profit potential 
for the advertiser and why your publication of- 
fers the efféctive means of developing that 
potential, can’t help but be “pay-off” promotion 
for you. Make your reservation for the appro- 
priate space now—your ad will be spotted 
adjacent to the market classification with which 
you are most concerned. 








“Interstate gives us extraordinary service on 
Photo ASSIOMMENES” saps sonnc.suces (6 


Account Executive—Hazard Advertising Company, New York City 


247 WEST 46TH STREET, NEW YORK 36, N. Y. 
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Gvrenstate’s photographs have always been excellent. 
What particularly impresses me is the level of consistency 
we have been getting and the manner in which they come 
up with interesting treatments . . . even of dull subjects. 

Their case-history reports, too, have always been clear, 
concise and accurate. On more than one occasion we have 
been pleasantly surprised when they have obtained pertinent 
and helpful material we had not expected. 

The best feature of INTERSTATE however, is their reliable 
service. For instance, they handle contacts with our clients’ 
customers exceptionally well and in some cases, rather deli- 


nlerstale 
photographers 


DIVISION OF INTERSTATE INDUSTRIAL REPORTING SERVICE, INC 


Circle 6-4950-1-2 
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cate situations are involved. They keep track of projects 
daily, sometimes for periods of three or four weeks so that 
they can get photos of a special operation. INTERSTATE has 
always followed through thoroughly and delivered a com- 
plete package on schedule.” 

For a typical assignment, Mr. Lucas simply picks up 
the phone and calls INTERSTATE, outlines the problem, and 
tells us who to contact. We do the rest. 

Remember that INTERSTATE service is unique. We do all 
the leg work — arrange shooting dates, procure models, brief 
the photographer on lighting, camera equipment, desirable 
camera angles and client restrictions. 

Photographic specialists do the photography, and quali- 
fied reporters handle case-histories when reporting coverage 
is wanted. Each man is a professional in his own field, each 
works from detailed shooting scripts and questionnaires 
(both prepared by INTERSTATE). 

We cover any type of photographic assignment: location, 
commercial, illustration, industrial, fashion, news. And, when 
requested, we will obtain excellent testimonials or case- 
histories. All this, anywhere in America, in 24 hours if you 
need it. Motion pictures and 3-D, too. 

2100 selectively-screened photographers and reporters, 
in the United States, Canada, South America and Europe, 
are ready to serve you. So for quality photography or report- 
ing the painless way, get in touch with INTERSTATE and make 
us prove that we ean do a job for you. 
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INTERSTATE PHOTOGRAPHERS 

Division of 

INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 

247 w. 46th sTREET, NEW YORK 36, N. Y. 

ALEXANDER ROBERTS, General Manager 

() Please give me more information about your service. 


C] Have your representative call. 
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Chapter activities 
of the National Industrial 
Advertisers Association 


New slate includes Reid 
for vice-chairman and Giovine 
for secretary-treasurer 


™ NEW yorK . . David F. Beard, 
general director of advertising of 
Reynolds Metals Co., Louisville, Ky., 
has been nominated for chairman of 
the board of the National Industrial 
Advertisers Association. 

He heads a slate of officers for 
1955-56 narned by the NIAA nom- 
inating committee. Officers will be 
elected at the annual NIAA confer- 
ence in Washington, May 8-11. 

Mr. Beard, who is NIAA vice- 
chairman, was appointed to that 
post by NIAA board chairman 





Reid Beard 


George L. Staudt, advertising man- 
ager, Harnischfeger Corp., Milwau- 
kee, to help get the association’s 
“new look” reorganization under 
way (IM, Jan.). The plan is to elect 
each year a vice-chairman (in ad- 
dition to a chairman) who will move 
up to chairman the following year. 
The purpose is to help achieve an 
informed line of succession. 

Others named by the committee: 
For vice-chairman . . Ralston B. 








Reid, manager of advertising and 
sales promotion, Apparatus Sales 
Division, General Electric Co., Sche- 
nectady, N.Y. 

For secretary- 
treasurer... 
Richard Giovine, 
advertising man- 
ager, Industrial 
and Agricultural 
Chemicals, Com- 
mercial Solvents 
Corp, New 
York. 

For vice-presidents . . Robert J. 
Barbour, advertising manager, 
Bakelite Co., New York. 

Richard C. Christian, research di- 
rector, Marsteller, Rickard, Geb- 
hardt & Reed, Chicago. 

Robert C. Myers, director of mar- 
keting and product development, 
U. S. Steel Corp., Pittsburgh. 

Willis T. Jensen, vice-president, 
Charles L. Rumrill Co., Rochester, 
N.Y. 

For director-at-large . . Robert F. 
De Lay, advertising manager, Amer- 
ican Air Filter Co., Louisville. 

For associate director . . Mervyn 
Christie, assistant to the president, 
National Business Publications, 
Montreal. 





Giovine 


Demands of distribution will 

occupy annual NIAA convention 
™ WASHINGTON .. Whether and how 
industrial advertising can meet the 
distribution needs of a rapidly ex- 
panding U. S. economy in the next 
ten years will be the major topic at 
the 33rd annual conference of the 













National headquarters * 1776 Broadway, New York 19, N. Y. 
George L. Staudt, chairman of the board 
John C. Freeman, president 


National Industrial Advertisers As- 
sociation opening May 8. 

Ralston B. Reid, advertising man- 
ager, Apparatus Sales Div., General 
Electric Co., chairman of the con- 
ference, told IM: “Engineering and 
manufacturing processes seem read- 
ily able to do what will be required 
of them in the $500 billion economy 
expected by 1965. But the key area 
is distribution, which even today 
consumes 60% of the total cost of 
putting our gross national product 
on the market.” 

Observing that industrial adver- 
tising is vital to distribution, he 
told admen: “By planning for to- 
morrow, we shall gain positive ideas 
on how best to conduct our personal 
and business lives today.” 

Program chairman is W. W. Mich- 
ener, Michener Co., Philadelphia. 

Although organized sessions will 
get under way in the Sheraton-Park 
Hotel at 9:30 Monday morning, May 
9, with the annual business meeting, 
an informal “Congressional buffet” 
will bring delegates and their Sena- 
tors together Sunday evening, after 
a day of registration and the final 
meeting of the outgoing board of 
directors. At the supper, the two 
Senators from each state in which 
NIAA has a chapter will be invited 
to dine with their industrial adver- 
tising constituents. 

Strict attention to the business at 
hand will feature the conference, 
with a minimum of entertainment 
or free time. A keynote speaker at 
Monday’s luncheon will be followed 
by an afternoon panel session, pre- 
sided over by NIAA past-president 
Bennett S. Chapple, Jr., of U. S. 
Steel Corp., in which business lead- 
ers will tell the assembled advertis- 
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ing men what it expects from them 
in the years ahead. 

Members-at-large and _ chapter 
leaders will discuss their mutual 
problems at separate breakfasts 
early Tuesday, after which Walter 
Williams will moderate a forum for 
the Department of Commerce, of 
which he is under secretary. Gov- 
ernmental officials will continue to 
hold the stage that afternoon, when 
“NIAA Interviews Washington.” 
Key government men will be asked 
questions related to the general sub- 
ject, “How Can Industrial Adver- 
tising Stimulate a More Dynamic 
Economy.” The day will close with 
a presentation on “How to Increase 
the Effectiveness of Industrial Ad- 
vertising,” by Dr. Claude Robinson 
of Gallup-Robinson. 

“Advertising Management Must 
Manage” is the title of an address 
by George B. Park, manager of ad- 
vertising and sales promotion, GE’s 
marketing services division, which 
will open Wednesday’s meetings. 
Clinics on basic advertising tech- 
niques will convene at 10:30 a.m. 


m Cleveland . . Dr. Joseph E. Bachelder, 
former director, experimental television and 
motivational research, Gallup & Robinson, 
has been named research director of the 
NIAA Industrial Advertising Research In- 
stitute. 





IM’‘s Copy Chasers go to two 
chapter meetings via tape 
recordings, film; offer views 


® CHICAGO IM’s Copy Chasers 
have praised and damned another 
group of ads for an NIAA group .. 
and once more have laid themselves 
open to sniping by admen. 

The Copy Chasers, anonymous 
advertising critics who write a fea- 
ture in IM each month, “appeared” 

. Via tape recording . . to criticize 
some members’ ads at a meeting of 
the Chicago Industrial Advertisers 
Association. 

They criticized ads that six com- 
panies submitted for comment, and 
their criticism was, in return, criti- 
cized by the men responsible. 

Here are brief excerpts from the 
Copy Chasers’ criticism, each fol- 
lowed by the adman’s comments. 
» Acme Steel Co... “All three ads 
are built around A-I-M . . ‘Acme 
Idea Man’ .. a trick name. . doesn’t 
work out well . . puts a strait jacket 
on the message . . copy is flat, ob- 
vious . . but use of the salesman’s 
photo in the ads is great . . pretty 
good layouts.” 

Kenneth Cochrane of Fuller & 
Smith & Ross, Acme’s agency: “The 


ads are at variance with the princi- 
ples of normal advertising practice 
. . but there was a reason for that 
violation.” Mr. Cochrane said the 
“calculated risk” in running these 
ads had been justified because 
Starch ratings showed they attracted 
readers and achieved their aims. 

» Crane Company . . “It’s difficult 
to get good on-the-job photographs 
of a valve . . but Crane has done a 
good job getting photos, and build- 
ing ads around them. .” 


Henry Tymick of the Buchen Co., 
Crane’s agency: “We submitted our 
ads without trepidation or fear . . 
because we have conducted a study, 
during which about 12,000 ads have 
been analyzed, in order to arrive at 
the philosophy of good advertising 
which these ads represent.” 


» General Electric “Below the 
usual high GE level . . seem to vio- 
late what we understand is the No. 
1 Gallup-Robinson rule: Don’t let 
the ad look ‘addy’. . . This spread 
jumps . . too much in it. GE wants 
to say its motors weigh up to 50% 
less, so you save on shipping costs, 
which is shown with coins and ar- 
rows and mileages and all the neces- 
Copy 


Continued on page 132 


sary explanations. If the 





Critics’ Critics . . Waiting their chance to reply to Copy Chasers’ comments on their ads at CIAA meeting are (Il. to r.) W. K. Coch- 


rane, Fuller & Smith & Ross; R. G. Keller, General Electric; Milton J. Steinbraker, 
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Erwin, Wasey & Co.; R. G. Christopherson, Onsrud 


Machine Works; Henry W. Tymick, The Buchen Co., and Paul LeBoeuf, Hays Corp. 




















WHAT ABOUT 


J y ly: August 


OF BUSINESS PUBLICATIONS? 


TO DETERMINE the effect of vacations on 
readership of business publications, 1997 sub- 
scribers to four McGraw-Hill monthly publica- 
tions were asked if they read vacation issues—as 
well as other issues—less intensively—or, not 
at all. 


RESULTS: 706 subscribers replied. During the 
year, 8472 copies of the four publications were 
delivered to these subscribers. As shown on the 
chart below, only 19 copies (0.2%) were not read 
due to vacations; 132 copies (1.6%) were read 
less intensively; while 98.2% of copies were read 
as usual. 


CONCLUSION: This study (covered in Data 
Sheet #5129) demonstrates that business publi- 


Readers”? 


cation readership remains fairly constant, even 
during vacation months. Other studies (Data 
Sheets #5123, 5124, 5126, 5127 and 5128) estab- 
lish the fact that advertisers whose advertising 
appears consistently—in issue after issue—get 
greater impact from their investment at a lower 
cost per issue. These findings indicate the ad- 
vantages of advertising every month throughout 
the year. 


TO SERVE YOU: McGraw-Hill Research is 
one of the many services maintained by the 
McGraw-Hill organization for its advertisers. If 
you want facts on subjects related to advertising 
performance and effectiveness, ask your McGraw- 
Hill man. 













THE EFFECT OF VACATIONS ON MONTHLY AND YEARLY READERSHIP 
OF BUSINESS PUBLICATIONS 


19 copies were not read at all due to vacations taken by these 706 subscribers 
throughout the year. This is 0.2% of 8,472 copies received by 706 subscribers in a year. 














132 copies — 1.6% — were read less intensively by these subscribers due to 
es vacations. These vacations occurred in all 12 months. 
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98.2% of the copies were read as 
usual without any effect of vacation time. 
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8,472 copies per year : . 1954 
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OVER A MILLION MEN IN BUSINESS AND INDUSTRY PAY TO READ McGRAW-HILL PUBLICATIONS 






April 1955 /131 





ee secant 
¥ 2 





NIAA News 


begins on p. 129 


Chasers have failed to describe the 
message of this ad correctly, don’t 
blame us.” 

R. G. Keller of GE’s advertising 
and sales promotion department: 
“We feel customer-benefit appeal is 
more important than not letting the 
ad look ‘addy.’ . . The Copy Chasers 
did get the point of the ad. Maybe 
they underestimated their percep- 
tion . . or the ad.” 
>» Hays Corp. . . “This ad is an ad 
. . not a message. What connection 
has it with instrumentation . . 140 
inches of paper and only two for the 
Louisiana Power & Light Co.’s unit, 
which has a boiler equipped with 
Hays electric type combustion con- 
trol. . . No room for the boiler, 
either. Or the control. .. White space 
is nice for making black ink read- 
able, but we don’t think Hays has 
used its white space to make the 
black ink readable. . . We don’t 
know much about instrumentation, 
except that much advertising by in- 
strument companies is pretty miser- 
able, but we don’t think this Hays 
ad accomplishes what it should 
accomplish.” 

Paul B. LeBoeuf, Hays’ advertis- 
ing manager: “Our worthy critic 
admits he knows very little about 
instrumentation and proves it 
when he calls the instrument panel 
in the ad a ‘newsstand.’ . . We had 
just got the job the ad mentioned. 


We wanted to let people know about 


it. But we could not show pictures 
of it because the instruments for 
that job were not even made yet. 
There are other uses of white space. 
A prominent one is one of design, 
which is how we used it.” 

pLine Material Co. “A man 
really has to stop and spend some 
time on this ad (four-page insert), 
which is exactly what you want him 


to do. . . Copy is loaded with in- 
formation . . color is used function- 
ally. 


“We think this (another Line Ma- 
terial) is a dandy ad . . headline is 
a long one, and why not? . . sub- 
head tells more . . copy goes into 
detail. . . But what happened here 
(still another ad)? . . they let loose 
a man with an airbrush on this 
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spread . . where do you start?” 

M. J. Steinbraker of Erwin, Wasey 
& Co., Line Material’s agency: 
“These ads show the prospect how 
to do a job and do it effectively, and 
that’s what people are reading busi- 
ness papers for. . . We feel the last 
ac. (adversely criticized by Copy 
Chasers) was an effective way of 
highlighting maintenance.” 
pOnsrud Machine Works . . “This 
is not a bad ad, but its presentation 
could be improved . . The people 
who created the ad managed to keep 
the main point dark for quite a while. 
. . The reader is assaulted by two 
red circles, a big black arrow, the 
line ‘You can see the difference,’ 
and the line, ‘Here’s proof.’ Differ- 
ence between what and what? Proof 
of what? . . There’s a limit to the 
amount of effort a business paper 
reader will make to extract infor- 
mation from the complexity of an 
ad. 

“This (another Onsrud ad) is a 
hell of an ad to end up with. . the 
horse-and-buggy analogy. . . Here 
Onsrud is talking about the modern 
design of its machinery. Why do 
you deliberately associate a modern 
machine with a horse and buggy?” 

Richard G. Christopherson, Ons- 
rud’s advertising manager: “I agree 
with the Copy Chasers. But they 
should visit some of these plants and 
see people working metals with ma- 
chines that will hardly stand up. 
That’s the idea we're trying to get 
across.” 


100 industrial admen talk 

13 hours on how to do it 

® NEWARK .. Nearly 100 industrial 
admen spent 13 hours in one day 
talking about their jobs. 

They were members of the Indus- 
trial Marketers of New Jersey and 
they did the talking at a one-day 
industrial advertising conference 
that lasted until 10:30 p.m. 

Topics ranged from sales research 
to a comparison of business paper 
ads of 50 years ago with ads today, 
including tape-recorded observa- 
tions by IM’s Copy Chasers on prog- 
ress (or lack of it) shown in the 
ads (see p. 107). 

George Black, public relations 
counsel and former secretary-treas- 
urer of the National Industrial Ad- 
vertisers Association, accused ad- 


vertising managers of failing to keep 
top management informed about 
what the advertising department is 
doing, thus failing to win respect. 

“Why is it,’ he asked, “that a 
company president has to think 
twice before he can tell you the 
name of his advertising manager?” 

The answer, he believed, lies in 
the fact that few advertising de- 
partments are sufficiently well or- 
ganized to permit top management 
to gain an appreciation of what their 
ad people are doing and planning. 

Adin L. Davis, president and man- 
aging director of Business Publica- 
tions Audit of Circulation, the fea- 
tured dinner speaker, prophesied 
that there would soon be a complete 
reversal of the current ratio of two 
unaudited books to each audited 
business publication. 

Noting that BPA today has 377 
members, 19 applications for mem- 
bership pending and “more inquiries 
than ever before,” Mr. Davis cited 
three reasons for his prediction: 

1. Advertisers and agencies are 
losing their apathetic attitudes to- 
wards audits. 

2. Unaudited publications are be- 
ginning to recognize the soundness 
of the audit principle. 

3. Audit bureaus have made prog- 
ress in doing a better job. 

Other participants in the day’s 
discussions included Hector Don- 
deri, president, Roy Germanotta, 
New York; Allen J. Fagans, New 
York district manager, Standard 
Rate & Data Service; Charles W. 
Smith, McKinsey & Co., New York; 
George G. Coombe, president, Elbert 
Lively & Co., Newark; John Sasso, 
vice-president and director of public 
relations, G. M. Basford Co., New 
York; Arch Robb, director of special 
events, National Broadcasting Co.; 
Charles Sereno, vice-president and 
general sales manager, Air Asso- 
ciates, Teterboro, N. J.; Walter 
Rahel, account executive, Aitkin- 
Kynett Co., Philadelphia; Franklin 
W. Bartle, advertising manager, 
Permacel Tape Corp., New Bruns- 
wick; Thomas E. Ryan, director of 
market research, Time; and John 
C. Freeman, NIAA president. 

Conference chairman was James 
O. Johnson, general sales manager 
of Buchanan Electrical Products 
Co., Hillside, N. J. x 

















WHY does.NIAA sponsor the annual 
TOPPERS AWARDS? 


to acknowledge good, sound industrial advertising 


and promotion campaigns 

to help improve industrial advertising by exposing 
proven techniques and campaigns 

to help you improve your advertising, thus improve 


the position of your company in its field 


WHAT do Topper winners nin ? 


There are fourteen categories of competition. Two entries in each win 
permanent possession of a handsome engraved TOPPERS wall plaque. 
Two entries in each win an Honorable Mention Certificate. Advertising 
agencies representing the winners also receive suitable recognition. 


The dual awards in each category are divided this way: one Topper and 
one Honorable Mention for companies with annual gross sales over ten- 
million dollars, one Topper and one Honorable Mention for companies 
with annual gross sales under ten-million dollars. There’s no company — 
or advertising budget — too large or too small to win a 1955 Toppers 


award! 


How YOU can nin a TOPPERS Anard 


Simply enter your current or last year’s advertising campaign in the com- 
petition. NIAA members have already received complete rules, entry blanks 
and instructions. Additional copies may be obtained by writing the Toppers 
Awards Chairman for details. Non-NIAA-member companies are welcome 


to compete. Write to: 





Burton F. Davis — Toppers Awards Chairman 
c/o Emery Advertising Corporation 

2 East North Avenue 

Baltimore 2, Maryland 





CLOSING DATE FOR THIS YEAR’S COMPETITION 


— all entries must be in Baltimore by Monday, 
April 25. If you haven’t already started to build 
your entry, start today! 
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Executives see good future for export 
.. how good depends on place, product 


Authoritative sources report that export markets for U. S. companies are good and are 


growing better (see p. 24). So Industrial Marketing asked the heads of some representative 


industrial companies what they think about it. They were asked: 


What are the major export markets for your company? What are the current conditions 


for the U. S. exporter in those areas? What are the prospects for the future. . 


short range or long range, or both? 


The replies follow below: 


either 





By John Hilldring 
President 


General Aniline 





® THE DIVERSITY of our products has 
caused us to de-emphasize the ques- 
tion of good and bad markets. It has 
led us away from what I believe is 
a common and natural delusion 
among many exporters: that if their 
sales to a particular market are bad, 
the market is therefore bad. 

Here at GAF, if one of our four 
export managers tells me that a 
country is inaccessible, I can more 
often than not find at least one other 
who is doing rather well there. 
There are eminent exceptions to this, 
of course, but a good example is the 
Argentine. Argentina was somewhat 
less than an answer to an exporter’s 
prayer last year. Sales there by one 
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of the divisions were negligible. But 
the country was in fourth and fifth 
place in the other two divisions, and 
not because of any significant prod- 
uct-class advantage. Thailand was 
eighth on one list and Germany of 
all places, the home of our most in- 
tense competition, was fifth on an- 
other. 

GAF is made up of three operat- 
ing divisions each producing and 
selling a far different line of prod- 
ucts from the other two. The Dye- 
stuff & Chemical Division (through 
General Dyestuff Company and An- 
tara Products) sells its goods to in- 
dustry . 
ticular. 
photographic line on a mass basis to 


. the textile industry in par- 
Ansco Division offers its 


every last person inclined toward 
clicking a camera shutter. Ozalid Di- 
vision markets its facsimile repro- 
duction equipment and _= supplies 
wherever engineering drawings or 
business forms and records are used. 
GAF foreign operations have been 
consolidated under a central man- 


A monthly discussion, 


in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


agement, but in the export of the 
three product groups, only a few 
rather broad generalizations are ap- 
propriate with respect to geography. 

As an example of our situation, 
I found that in listing for each of 
the divisions the top twelve coun- 
tries in terms of 1954 export sales, 
only three countries, Canada, Mexi- 
co, and Brazil, appeared on all three 
lists. Six countries appeared on two 
lists, giving a total of 23 countries 
named in all. Canada led and Mexi- 
co was third or fourth in all three 
divisions, but otherwise the record 
shows a wide divergence of results 
in so far as individual countries are 
concerned. 

Thus it is that in answer to the 
simple, direct question, I must re- 
spond in rather broad terms. First of 
all it is obvious that the contiguous 
markets of Canada and Mexico are 
our largest and most stable custom- 
ers. Thirty eight percent of all our 
1954 foreign sales went to these two 
countries and we look forward to in- 
creasing volume. Another 24% of ex- 
ports went to other countries in the 
Western Hemisphere. Canada and 
Latin America are our “natural 
markets” in that the countries have 
developed their business, industry, 
and living standards to a level which 
creates an active demand for all our 
products, but they have not devel- 
oped large competing industries. 
Supply and demand work in our 
favor. 

Nor do we slight Europe, which 
appeared seven times in the above 
listings. With devaluation, with the 
reduction of U. S. foreign aid, with 
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WHEN TOP MANAGEMENT DECIDES, EVERYBODY 

ACTS! And when 70.8% of a magazine’s circulation is in the 
names of leadership-level men from general manager UP—it’s profitable 
to plant your selling ideas at the top—the roots will reach way down. 





You'll find your shortest route to the “center of authority”’ in Dun’s 
Review and Modern Industry. Here you can blanket the major business 
enterprises, including 41,514 of the nation’s best manufacturing plants. 


And you need fewer advertising dollars to buy more top management 
Dun’s Review and Modern attention from more top management people per dollar. That’s why 
Industry is the one, among 7 you can afford the promotional continuity needed to make a dent, 
outstanding business and news not a dimple in the #1 industrial market. It’s a big-buying market where 
magazines that enables you to the top management audience served by Dun’s Review and Modern 
reach so many presidents—and Industry controls and directs the activities responsible for about 80% 
at the lowest advertising cost of of any industry’s volume. 
’ any publication claiming execu- 
tive and management coverage. This magazine gets thoughtful attention at the 


“center of authority” because its unique editorial DUNS REVI EW | 


service is directed to: Better management per- 
formance (the best way) to keep earnings ahead. ad Modern Industry 


DUN’S REVIEW AND MODERN INDUSTRY fe 


A DUN & BRADSTREET PUBLICATION 
99 Church Street, New York 


Sales Offices: Chicago, Cleveland, Detroit, San Francisco, Los Angeles 











the satisfaction of postwar demands, 
and with the resurgence of Euro- 
pean industry, many of us active in 
the foreign market were tempted to 
turn our backs discreetly on the 
Old Country and focus our atten- 
tion elsewhere. We are pleased to 
have pursued a different course, 
however. In 1953 our sales to Europe 
were 17% over 1952. Last year they 
rose 59% over 1953. We foresee no 
important obstacles to further 


growth there in the next five years.. 

Canada, Mexico, and Brazil are 
our major foreign markets. They ac- 
count for about 45% of our current 
foreign business. But that is only 
half the story. 


By Cloud Wampler 
Chairman 

and President 
Carrier Corp. 





Syracuse, N. Y. 


® OVER THE LONG pull, the major 
foreign markets for the air condi- 
tioning and refrigeration products 
offered by Carrier Corp. are in those 
areas of the world which also have 
the power to purchase a great many 
of the other consumer durable goods 
produced by American industry. 

We have found that the exporting 
manufacturer who follows what may 
be called the gravity pull of inter- 
national trade will enjoy the most 
success. This pull results basically, 
of course, from higher standards of 
living and dollars acquired in one 
way or another. 

There is nothing particularly fixed 
about major foreign markets. As 
economic or political conditions 
change, so do the markets of the 
world and sometimes virtually un- 
heard of minor markets become 
exceedingly important. For example, 
some years ago China was a major 
market for Carrier’s products. At 
that time the Middle East was not a 
good market as far as we were con- 
cerned, although climatically it pos- 
sessed great potentials. When China 
disappeared as a market, its loss 
was subsequently balanced by the 
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Middle East which became a major 
market by virtue of American dol- 
lar investments and American pur- 
chases of its oil. 

The enormous increase in Ameri- 
can participation in world affairs 
may have taught us the facts of life 
of international trade. I hope so. 
The undeniable truth is that “ex- 
port” trade is not a one way street 

. it never has been or will be. A 
fine balance must exist between 
the dollars we receive for the goods 
We export and the dollars we pay 
out to other countries for their 
goods or services. There simply is 
no other way in which we may en- 
joy a healthy and successful export 
business. And we should not disrupt 
the economies of foreign countries 
by exporting our surplus agricul- 
tural products at distress prices. 

There is no question but that the 
many millions of public and private 
American dollars sent abroad in re- 
cent years have stimulated the ex- 
port business of our nation. This 
pouring out of American dollars 
cannot, of course, continue indefi- 
nitely. 

As far as air conditioning is con- 
cerned, it is my belief that two re- 
lated activities will take place over 
the next few years which will result 
in a growing volume of export busi- 
ness for our products. 

In the first place there is increas- 
ing demand from our foreign asso- 
ciates for us to furnish them the 
techniques and knowledge to manu- 
facture certain components of our 
products in their own countries. 
This trend, experienced by others in 
American industry, will result in an 
increasing demand from abroad for 
the products which American indus- 
try is better equipped to produce, 
and an over-all increase in the total 
volume exported. Historically, the 
industrial countries of the world 
have been our best customers. 

Related to this, and partially as 
a result of it, will be substantial 
improvement in the general con- 
vertibility of currencies in the prin- 
cipal markets of the world. 

I look to the future of Carrier’s 
export business, and that of many 








other American industries, with a 
great deal of optimism. 


By M. H. Taylor 
President 

Taylor Fibre Co. 
Norristown, Pa. 





™ HISTORICALLY the major export 
market for our products (laminated 
plastics, vulcanized fibre, polyester 
glass rods) has been Europe. The 
European demand for our vulcan- 
ized fibre has increased despite the 
fact that there are a number of 
manufacturers of that product in 
Europe. Certain qualities, desirable 
in particular applications, have not, 
to date, been duplicated by Europe’s 
producers. 

Whether that situation will con- 
tinue I do not know. However, if 
the European market should di- 
minish, it is my belief that in time 
this will be more than replaced by 
demand from Latin America. 

Exporting is demanding and at 
times frustrating . . with quota and 
foreign exchange problems familiar 
to us all . . but it is also rewarding 
to those who consider such business 
desirable, and are willing to take 
the extra steps required for a suc- 
cessful exporting activity. 


By R. A. Pritzker 
President 

Colson Corp. 
Elyria, O. 





™ TODAY, every area of the world 
feels a tremendous need for indus- 
trial and hospital equipment. Since 
the Colson Corp. manufactures both, 
it is logical that the demand for our 
products is high everywhere. We 
find that we have an especially good 
market in the Western Hemisphere, 
with the exception of Argentina and 
Brazil. 

We find the immediate short range 
prospects to be excellent in those 
countries with dollars available to 
spend and tariffs that are not pro- 

Continued on page 140 
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when it reaches THIS STAGE 
youre probably TOO LATE! 


The materials and equipment for the above powerhouse have been specified and ordered, 
the boilers are in and the stacks up. If your products were not specified, it’s too late now 
to get the order. Most of the sales were “set” when the consulting engineer com- 
pleted the specs. It pays to “SELL the MEN who WRITE the SPECIFICATIONS.” 


are CONSULTING ENGINEERS important to YOU? 


If your products are used in construction, in industries, or in utilities, ten chances the readers of 
to one your sales are affected by whether these products are known favorably by con- 


sulting engineers. CONSULTING ENGINEER 


The trend of the past few years has been for more and more industrial and utilities 
projects to be designed and guided by consulting engineers at every stage to comple- handle more than 90% of the Na- 
tion and readiness for operation. Today, most small and medium-sized projects, and chain ennins Seiineeiied sh eiltleion 
practically every large one, are planned and specifications are written by consulting 
engineers. 


projects for new plants, expansion, 
and modernization. 

Consulting engineers represent a huge market, larger than any one industrial market, 

because they are influential in ALL industries. 


CONSULTING ENGINEER covers this market. 


consulting engined SELL the MEN who WRITE the SPECIFICATIONS 


Write for details of Coverage, Advertising 


The Consulting Emgineer r Rates, and Complete Publication Information 
Professional Magazine 


Published by Industry and Power Publications, 420 Main St., St. Joseph, Mich. 
Sales Offices: New York, Philadelphia, Cleveland, Chicago, Los Angeles 
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Engineering Degrees 


(B.S.) conferred in U.S., 


1949-1954 .. . 106,408* 


Newsweek readers whose 
main ‘job responsibility is 
engineering or research 
hi See ee 112,000 


*SOURCE: Journal of 
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MERICA’S TECHNOLOGICAL GENIUS is no 
A ivory-tower hermit but a man of interests 
broad and deep. For today he turns to a maga- 
zine, like Newsweek, to fill his news needs on 
the fronts outside his specialty. 

And the company he keeps is the best. For 
in the Newsweek million, 95.5% of the family 
heads are people of consequence in business, 
industry, the professions and government— 
average family income of $11,896. 

No other magazine of so large—or larger— 
circulation offers such a heavy concentration of 
business and family purchasing power. 


Photo courtesy of Stevens 
Institute of Technology 





top management forum. . begins on p. 


hibitive. The long range problem 
is one of growing nationalism . 
each government attempting to be- 
come more self-sufficient and en- 
couraging local industry. 

Although, at present, most gov- 
ernments are very cooperative to 
American exports in our line, these 
governments show a great desire to 
get our cooperation in establishing 
branch plants. 

I feel that the future will require 
that American firms desiring to do 
business abroad establish subsidi- 
aries throughout the world. In that 
way, American ingenuity and capital 
can be put to their most efficient 
use. 


By T. Bartow Ford 
Vice-President 
Dorr-Oliver, Inc. 
Stamford, Conn. 


™ WE ARE an engineering company 
engaged in supplying specialized 
process equipment and offering en- 
gineering services, ranging from 
complete architect-engineer consult- 
ing services to testing, field super- 
vision and operation services for the 
wet process industries. Such a com- 
pany has a very diverse operation 
in covering overseas markets. 

We learned early that the expor- 
tation of our heavy equipment, even 
though frequently custom-made for 
specific projects, represented prob- 
lems of foreign exchange. It be- 
came desirable to arrange for manu- 
facture in overseas countries wher- 
ever possible. Today we can offer 
to provide local manufacture in 
practically all of the industrialized 
countries of the world and can offer 
to conduct our business in the cur- 
rency of that country. We export 
“know-how” at a fair market price 
even under conditions where it is 
essentially impossible to obtain for- 
eign currency and import licenses 
for the iron and steel and materials 
which can be perfectly well obtained 
in the overseas country. 

This does not mean, however, 
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that we do not conduct an extensive 
export business from the U. S. 

It is not always convenient to 
manufacture items of the most re- 
cent design or heavy equipment 
calling for expensive patterns, jigs 
and fixtures, etc., nor is it always 
to the overseas customer’s best in- 
terest when time and other consid- 
erations are involved. 

Our company is engaged in over- 
seas operations in practically all of 
the industrialized countries of the 
world in the fields of mining and 
metallurgy and the recovery of gold, 
copper, lead, zinc, iron and the other 
common metals. It is impossible 
to pick out any one market for dis- 
cussion but areas of most recent ac- 
tivity include all of the countries of 
Europe as well as South Africa, 
Australia, the growing market of 
India and Japan. 

The future? We have every con- 
fidence of continued growth under 
the extremely effective principles 
outlined above of providing over- 
seas industries with our export 
products, exporting either (1) our 
“know-how” in the form of draw- 
ings, technical data and shop knowl- 
edge, or (2) American-made special 
equipment. The short-range outlook 
is good, the long-range outlook is 
excellent. 


By J. F. Lincoln 
Board Chairman 
Lincoln Electric C 


Cleveland 


™® WE EXPECT our export situation 
to improve. 

The major export markets for 
our company, which makes welding 
equipment, are anywhere that steel 
sections are joined together. In these 
areas, the only thing that limits our 
exports is the inability of buyers to 
get the dollars to pay for machinery 
and equipment. 

If exchange is available, the for- 
eign field will be an almost limitless 
market for us. We believe that the 
exchange situation will get better 


with time. It would get better very 
much faster if we could develop 
more friends instead of more ene- 
mies. 


By Elmer T. Carlson 
Executive 
Vice-President 
Roller-Smith Corp. 
Bethlehem, Pa. 


™ THE MAJOR EXPORT markets for 
switchgear products manufactured 
by our company include Puerto 
Rico, Cuba, the West Indies, For- 
mosa, India, Australia, the Phillipine 
Islands and South America. 

Current conditions for the U. S. 
exporter appear favorable . . the 
large investment of private and 
government funds earmarked to es- 
tablish new industries and to ex- 
pand and rehabilitate present facili- 
ties to meet current requirements 
for electrical power should mate- 
rially increase our trade with these 
countries. Because of our size and 
independent status in the switch- 
gear industry, we believe that the 
sale of our products can best be 
promoted by export agencies. These 
agencies, located in the principal 
market areas of the before-men- 
tioned countries, are constantly 
abreast of local conditions and are 
keenly aware of customer require- 
ments. 

Prospects for the near future 
should continue to be favorable. The 
industrial growth of these countries, 
dependent upon electrical power 
and the proper related equipment, 
will result in a higher standard of 
living and an ever increasing need 
for electrical equipment. 

Competition from foreign coun- 
tries has grown much keener during 
the past few years due in part to 
the very large labor cost advantage 
foreign manufacturers of electrical 
equipment enjoy. This is a matter 
of great concern; however, Ameri- 
can ingenuity and production know- 
how will make it possible to favor- 
ably compete with foreign manufac- 
turers. 

With confidence we are looking 
forward to the best year in export 
sales in our history. * 
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It’s Spring! But you know it takes more than April showers 
and sunshine to bring forth more mew customers for your 
products in May or any other month. It takes a lot of thor- 
ough, constant digging in today’s complex and changing 
markets to produce a year-round crop of worthwhile new 
prospects. That’s a “‘shirt-sleeves” job N.E.D. does well for 
you as a regular member of your sales team. 


By its monthly calls on buy-minded key men in over 42,500 
plants, N.E.D. finds and identifies your prospects with 
immediate buying intentions. And because N.E.D. does such 
a good prospecting job, you know where expensive personal 
selling time and efforts can be channeled for more business 
from more customers—fast—to keep your sales volume up, 


selling costs down. 


Write or phone Proof that advertising in N.E.D. zs paying off in direct sales 
for a copy action from new customers is shown in the new compre- 
of this latest hensive report illustrated. Be sure you see it. Call or write 


report ! for a copy. 


over 70,000 COPIES (Total Distribution) 210,000 READERS in over 42,500 PLANTS 


A PENTON PUBLICATION 


2 OZ 


1213 West Third Street, 
Cleveland 13, Ohio 
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public relations 


employe communications 


by Robert Newcomb 
and Marg Sammons 


How to teach employes to 
know your products 


Give them case history product-use stories of units they made 


® A FEW WEEKS AGO, in the cafeteria 
of a large eastern industrial plant, 
two men fell into an interesting con- 
versation. One was the company’s 
advertising manager, and the other 
was a time study specialist em- 
ployed by an engineering consulting 
firm. 

“There is one thing about this 
place I don’t understand,” the time 
study specialist said. “I’ve been in 
your plant installing this system for 
some time now. I’ve met a lot of 
your people, eaten with them, talked 
with them, and in general I’ve 
gotten to know them. What puzzles 
me is the fact that, to a man, they 
all seem to understand your prod- 
ucts and your markets. In the 
averege plant, the employe never 
seems to know much about the 
products, or the customers, or any- 
thing about the market. Your fel- 
lows not only know these things. . 
they seem to be deeply interested in 


them. How did you do it . . or was 
it an accident?” 
The advertising manager 


chuckled, pleased that an outsider 
had discovered this interesting fact 
about the plant personnel. 

“It was no accident,” he explained. 
“It was all planned and, once the 
plan was adopted and put into 
effect, it was continued. Come on, 
and I’ll show you what we did.” The 
men pushed back from the lunch 
table and together they went out 
into the plant. 

Just inside the door the time 
study specialist saw a bulletin board, 
one of several large and attractive 
boards in use throughout the plant. 
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The specialist had noted them be- 
fore, but had not paid particular at- 
tention to the content. 

Displayed prominently on the 
board was a color proof of a prod- 
uct ad (the company is a manu- 
facturer of heavy industrial equip- 
ment). The ad pictured company 
machinery in actual performance on 
a customer’s job. Typed neatly at 
the top of the ad was a short notice 
stating that this machine had been 
built in Departments A, B and C at 
that plant, that it was in service for 
a certain customer (the customer’s 
name, of course, was given), and a 
few statistics on performance were 
noted. Below the ad, also neatly 
typed, was a list of business papers 
in which the ad would appear, with 
scheduled dates of insertion. Un- 
derneath was the slogan, perhaps 
not original but certainly to the 
point: “To sell the world . . we 
must tell the world.” 

The time study specialist could 
see that this company was taking 
employes into its confidence, show- 
ing them .. even in advance of 
publication . . the promotional push 
behind the products. Upstairs, in the 
advertising man’s office, the time 
study specialist had another pleasant 
surprise. 


Show Ads in Advance. . “This is 
our employe publication,” the ad- 
manager said, handing him a copy. 
On the back cover was an institu- 
tional ad, and once again were 
listed the names of the general and 
trade papers in which it would 
appear, together with a few lines 


VY 


Industry’s relations with 
Employes/Stockholders 
Distributors/Suppliers/ 
Neighbors 





explaining the purpose of the ad. 

“This copy is slanted to the em- 
ploye’s home,’ the admanager 
pointed out. “We want the wife to 
be able to answer the neighbors’ 
questions about where her husband 
works, and what sort of products are 
manufactured here. Sometimes we 
show ads in advance of publication 

. if we have plates available for our 
own magazine; otherwise we re- 
produce the ad after it has appeared 
elsewhere. The point is: we show it. 
We show an ad every month on the 
back cover of our employe paper, 
with copy, explaining the range and 
purpose of the ad, directed right at 
the employe and his family.” 

Throughout the plant, the ad- 
manager explained, were further 
evidences of management’s interest 
in keeping employes posted. At the 
main entrance for employes, just 
beyond the time clock area, was a 
special bulletin board on which were 
posted the names of customers whose 
jobs were in the shop, a description 
of the job and the scheduled de- 
livery date, along with any other 
data that would be appropriate. (If 
the job was going through a single 
department, for example, that fact 
was indicated.) 

Did supervisors get advance in- 
formation of this sort, the time 
study specialist wanted to know, or 
did they find out chout it at the 
bulletin boards at the same time as 
the men? He learned that super- 
visors were briefed on advertising 
and promotion at supervisory meet- 
ings . . if it was possible, each super- 
visor was given a preprint of the ad 
before it was posted on the boards. 
If that could not be done, the ad 


was displayed on the board in the - 


meeting room so that every super- 
visor could have an advance look at 

it. 
From time to time the advertising 
Continued on page 144 
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Plays All Records — 3 Speeds — 33'/3 — 45 — 78 rpm 
For Use With All Viewlex Projectors 150 to 500 Watts. 
Sound System Or Projector May Be Used Independently. 


Brilliant pictures and clear ‘“‘beli-tone’’ sound 
in one compact economical unit that has 
delighted every educator and sales-manager 
who has ever heard it. 

Two permanent needles ® Separate tone and 
volume controls ® Uses filmstrip, slide, or 


combination slide and filmstrip Viewlex pro- 
jectors ®@ “Light Multiplier’ optical system — 
2”, 3%, 5,7", 9, 11" lenses availabie with- 
out change of condenser system. Priced from 
$124.25 up. 

Write Dept. 234 for literature. 


7 Ae VIEWLEX projectors are guaranteed for a lifetime! 
35-01 QUEENS BOULEVARD, LONG ISLAND CITY 1, N. Y. 
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manager . . like the safety director, 
medical director, sales manager and 
others was invited to appear 
before the supervisory group to tell 
them what was in the wind with 
respect to advertising. The com- 
pany’s president issues a newsletter 
from time to time, and he rarely 
misses the opportunity to tie in ad- 
vertising in some manner. 


No Anonymous Visitors . . Cus- 
tomers or prospects visiting the plant 
get am unusual welcome. At the 
entrance to the main reception room 
is a board, changed daily, which 
lists the names of expected visitors, 
together with their company con- 
nection. If an unexpected visitor 
arrives, word is flashed from the 
switchboard to the personnel de- 
partment and the visitor’s name is 
added immediately. Out in the plant 
a similar board has been set up 
solely for employes. Thus, when a 
group of visitors arrives for a tour, 
every man in the place knows who 
they are. Sometimes they are keenly 
aware that the call means prospec- 
tive business, and they take a bit 
of extra pride in tidying up and 
looking busier than usual when the 
tour passes by. 

The time study specialist had a 
right to be surprised. Few companies 
go to this extent to bring their em- 
ployes into the act. Many companies 
have the tools of better employe 
understanding right in their hands, 
but overlook the opportunity to use 
them. 

Something special in the way of 
with clear-cut 
interest is a handsome 
booklet recently published and 
called “The Lackawanna Story.” 
Anyone reading it would certainly 
conclude that it is a report of a 
railroad’s progress. This it certainly 
is. However, the booklet was pre- 
pared and distributed not by Lack- 
awanna but by Fairbanks-Morse, 
and it contains the extremely inter- 
esting . . at times fascinating 
story of the demonstrator locomotive 
the Fairbanks-Morse people call the 
“Train Master.” 


The photos 


a promotion piece 
employe 


The 


have vitality. 
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copy has a ring. Did employes see 
it? Of course they did. It is of such 
stuff that pride is made. 

Not every industrial advertising 
manager is conscious of the employe 








pulse. Maybe he’s too busy to take 
it. But maybe his advertising efforts 
would be supported by better in- 
plant performance if he did. At any 
rate it should be worth a try. © 





Communications man of the month.. 


He wants to make the plant a warm, 


human place where a man is glad to go 





W. W. Sebald. . not in rear guard. 


® BY NOw the various chairmen of 
the speakers’ committees around the 
country have largely concluded their 
chores. But an examination of their 
product over the year which ends 
with the arrival of summer, sug- 
gests that listeners have had a much 
greater chore. 

In the field of industrial relations, 
where much that is good needs yet 
to be said, the listener has recog- 
nized the endless hollow ring: we 
must have industrial peace, and it 
is up to the other guy to create it. 

Here and there a voice has risen 
above the others, a sure and sound 
and believable voice. During the 
speaking season of 1954-55, no mem- 
ber of corporation management has 
said more, in fewer words and with 
greater effectiveness, than W. W. 
Sebald, president, Armco Steel 
Corp., Middletown, O. 








Mr. Sebald has spoken, not from 
the ivory tower level from which 
executives often find it so difficult 
to descend, but from the practical, 
hard-headed level of the personnel 
administrator, the plant supervisor 
and the man out in the shop. He 
leans on no statistics reflecting the 
comparative cost of living in the 
United States and the U.S. S. R. He 
has no magic formula which involves 
industrial peace through non-in- 
volvement of top management. He 
puts top management in the front 
line of communication, not in the 
rear guard. 

“We need leaders,” he told the 
National Industrial Conference 
Board meeting in January, “who 
know how to make a plant the 
warm, human kind of place where 
a man is glad to go each day. We 
need leaders who know how to de- 
velop a spirit of participation and 
interest. . . In the field of personnel 
administration, management can 
delegate responsibility, but it cannot 
delegate its personal interest. You 
who are engaged in human relations 
need the interest, the encouragement 
and the example of the top execu- 
tive no matter whether it requires 
25% or 100% of his time. As the 
head of the crew, Mr. Top Execu- 
tive is the one who should chart the 
course and set the sails.” 

In this talk and in others, Presi- 
dent Sebald told his enchanted lis- 
teners how and why. And at the end 
of each talk he returned to Middle- 
town, not to forget what he had 
said, but to practice what he had 
preached. « 






































After Your Salesmans Call is Over? 


In a buyer’s market you know how important it is to 
sell the Purchasing Agent. But your salesmen’s time is 
limited — and so is the PA’s. Only through advertising 
can you reach the PA regularly throughout the year, to 
make sure that the PA is reminded of your products and 
your company when your salesman can’t be there. 


That’s why so many leading industrial advertisers 
have made Purciiasinc Magazine a basic medium on 


If you sell an industrial product ... 


put PURCHASING power behind it! 


their advertising schedules. Read regularly by the men 
responsible for 85% of industry's buying, PURCHASING 
gives you the largest available coverage of industrial 
purchasing executives. Edited by nationally recognized 
authorities on the purchasing function, PurcHAsING is 
the magazine PAs rank first in usefulness among all in- 
dustrial publications.* So give your salesmen the adver- 
tising support they need with a campaign in PURCHASING 
— the unchallenged leader in its field since 1915. 


* Data source on request. 


PURCHASING 


PURCHASING MAGAZINE 


205 East 42nd Street, New York 17, N. Y. 


A basic magazine on any industrial advertising schedule! 
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shows, now it’s ‘cubic content’ 


Aim for freer use of space without blocking adjoining booth 


= “CUBIC CONTENT,’ the hottest 
thing in trade show techniques, was 
unveiled at the Show for Shows, a 
trade show for exhibit builders. 

The show, held in New York by 
the Exhibitors Advisory Council, 
included displays by 35 exhibit 
builders. All were given full license 
to use cubic content techniques, be- 
cause there were no restrictions on 
the height of displays. 

Cubic content means simply that 
an exhibitor is permitted to use not 
only all of the floor space he rents 
but also all of the air space above 
the floor, up to the height limit set 
for the show. Thus, an exhibitor 
renting a 10x10’ booth in a show with 
an 8’ height limit would be permitted 
to use as display space a “cube” 
16x10x8’. 

Under rules in force at most trade 
shows now, the same _ exhibitor 
would get his 10x10’ floor space, but 
his display would be allowed to go 
up to the 8’ height limit only at the 
back of the booth and extending 
forward a little over 3’ (one-third 
of 10’). 

Such “backdrop only” type of 
displays results from the “one-third 
out” rule which supporters of cubic 
content hope to do away with, and 
which has been replaced by “one- 
half out” or “three-fourths out” 
tules at some trade shows. 


Antiquated Rules? .. A long time 
advocate of cubic content, Domen- 
ico Mortellito, manager, display di- 
vision, advertising department, E. I. 
du Pont de Nemours & Co., Wil- 
mington, Del., said at the Show for 
Shows: 

“The important thing about cubic 
content is not only its permissibil- 
ity, but the potential for improve- 
ment through the use of this three- 
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dimensional sales medium. 

“In its early presentations, we 
were primarily concerned with 
getting greater use of more of the 
cubic space rented in trade shows. 
This was difficult in view of the 
limited space permissible under ex- 
isting antiquated rules and regula- 
tions.” 

No such rules hampered Show for 
Shows exhibitors not even a 
straight height limit. Some displays 
went up as high as 24’, although 
many stuck to the usual 8’. 

The displays were not lined up 
in the usual booth style, but were 
set up in a semi-checkerboard pat- 
tern, which helps prevent the bulkier 
cubic content displays from blocking 
view of their neighbors. 


Abuses Possible . . Despite his 
strong backing of cubic content, Mr. 
Mortellito warned against possible 
abuses. 

He said use of the technique 
should not be an excuse for more 
construction at greater cost to the 
exhibitor; it is not a reason for de- 
stroying the over-all design and 
effectiveness of a trade show; it 
should not create complexity or 
confusion in displaying a product or 
relating a sales message, and it is 
not an excuse for assuming greater 
or less bulk than the competitor in 
the adjoining booth. 

On the positive side, Mr. Mortel- 
lito said cubic content can enhance 
the total effect of a trade show; it 
leads to simplicity and better dram- 
atization and to more intelligent use 
of available space. He said costs can 
be kept down by greater under- 
standing of the new types of light- 
weight display construction. 






Circus? . . Sales promotion men for 
Chrysler Corp. used real showmanship 
in this demonstration of the adhesiveness 
of a new type of industrial cement. The 
Elephant 
totaling 7,200 pounds. . 


promoters hired an _ elephant. 
and platform. . 
are supported by two metal plates joined 


by ‘'Cycleweld” cement. 


Bodine, ‘Iron Age’ ante $600 
apiece for birthday contests 

® NEW YoRK .. The prices of certain 
old electric motors and of even 
older copies of a certain business 
paper have gone sky high. 

Bodine Electric Co., Chicago, is 
offering ten $50 prizes and ten $10 
prizes to the persons who find the 
oldest Bodine electric motors still in 
use. And The Iron Age, New York, 
is offering a $500 first prize and a 
$100 second prize to the people who 
come up with the oldest and second 
oldest copies of that publication. 

Bodine has put up its $600 as part 
of its 50th anniversary celebration. 
And The Iron Age reward offer is 
part of that publication’s 100th 
birthday celebration. 


Drama will replace oratory 

at international ad meeting 

™ NEW yYorK .. A series of dramatic 

sketches will replace the usual ad- 

dresses and panel discussions at the 

seventh annual International Ad- 

vertising Convention here May 5. 
Carrying out the theme of the 

one-day meeting . . “International 

Advertising Years Ago, Years 


Continued on page 148 
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r Petrochemicals, the fast 
growing offspring of the world’s 
fastest changing industry, will 
make a tremendous new market 
for all process equipment in 
the next ten years. Write for 
free plant directory and market 
information. 





FUTURE-LOOK 


| processing is an indus- 
try constantly building a new plant to 
make new products for fast changing 
markets. Obsolescence is more rapid 
thanin any othermajorindustry. Today 
it is geared to mass production of high 
octane gasoline for 10:1 ratio automo- 
bile engines. Tomorrowit will be making 
rocket fuel, new jet fuels, and synthetic 
fuels if necessary. The industry moves 
fast, thinks big and spends big. 

If you make process equipment, com- 
ponents for process equipment or mate- 
rials which can be used in petroleum 
processing, you should concentrate 
your sales and advertising effort on 
this industry for the next ten years. It 
will be the biggest market for process- 
ing equipment. To sell your product to 
refineries you need specialized sales at- 
tention—salesmen and engineers who 


INTO PETROLEUM PROCESSING 


d for oil—-and you? 


really know the complex industry and 
its many problems. To do a real adver- 
tising job you need a specialized publi- 
cation geared to that industry. 

Petroleum Processing is preferred by 
more of the real buying factors in these 
important buying elements of the in- 
dustry: Plant engineering and mainte- 
nance staffs . . . Plant process design 
engineers . . . Home office engineers . . . 
Research and development personnel 
... Engineering and construction 
firms. 

Petroleum Processing has the balance 
editorially to serve all these elements. 
It has the backing of a great business 
paper publisher to keep it ahead of the 
world’s fastest changing industry. To 
sell more process equipment in the ten 
big years ahead—advertise for those 
sales, NOW, in Petroleum Processing. 


Petroleum 


A McGRAW-HILL 





Processing \ 


330 WEST 42ND STREET, NEW YORK 36, N. Y. 
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ONE 


magazine serves ALL 
buying influences 
of all railroads! 


There are SIX railroad business publications 
— five monthlies and a weekly. Four of the 
monthlies are edited for one department 
only, BUT MODERN RAILROADS is edited for 
—and read thoroughly by—ALL BUYING IN- 
FLUENCES IN ALL DEPARTMENTS OF ALL 
RAILROADS! 

Yes, Departmental Users, Executive Approv- 
ers and Purchase Order-Placers — ALL read 
the ONE BIG, BROAD-COVERAGE MONTHLY 
railroad publication, MODERN RAILROADS. 


COVERAGE... 

Yes, indeed! MODERN RAILROADS HAS 
MORE RAILROAD COVERAGE THAN the 
COMBINATION OF ANY THREE OTHER 
RAILROAD PUBLICATIONS—MONTHLY 
OR WEEKLY— CLAIMING TO REACH EITHER 
DEPARTMENTAL GROUPS, MANAGEMENT 
OR PURCHASING OFFICIALS! 


EDITORIAL PACE... 


Since its beginning, MODERN RAILROADS 
has set and maintained a new editorial pace 
in the railroad field. Authoritative, staff- 
written articles give complete —and com- 
pletely researched — articles on all depart- 
ments in every issue. 

@ Executive & Management Articles of cur- 
rent interest. 

@ Operating Department Coverage — with 
plenty of pictures. 

@ Mechanical and Electrical Department in- 
formation in every issue. Facts, figures, 
photos. 

@ Engineering, Maintenance of Way and 
Signaling articles. “In the Field” reporting! 

@ Traffic Officials read MODERN RAILROADS 
for the broad knowledge required of the 
facilities they are selling. 

@ Purchasing Agents and Storekeepers de- 
pend upon MODERN RAILROADS to keep 
completely up-to-date. 


ADVERTISING PACE... 


The new all-coverage, on-the-spot reporting 
technique of MODERN RAILROADS has set 
an editorial pace which is responsible for the 
fact that TODAY MORE ADVERTISERS SPEND 
MORE DOLLARS PER ISSUE IN MODERN RAIL- 
ROADS THAN IN ANY OTHER THREE 
RAILROAD PUBLICATIONS COMBINED! 
MODERN RAILROADS IS BIG (“Life’’-size); 
Beautiful (More pictures, 4-color covers); 
POWERFUL! (Ask any advertiser—or use 
it and find out for yourself!) 


NIBP 
MODERN RAILROADS 7? 


201 N. WELLS STREET CHICAGO 6, ILL 
PHONE: STate 2-412] 
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Ahead” . . the skits will demonstrate 
how specific problems were handled 
in the past, contrasted to predictions 
of how the same questions will be 
answered in the future. 

Shirley F. Woodell, vice-president, 
J. Walter Thompson Co., is chair- 
man of the convention, and George 
Kendall, advertising manager of the 
International General Electric Co., 
is chairman of the meeting’s execu- 
tive committee. George Barnes of 
Newsweek is vice-chairman. 


Expand 1955 "Topper’ contest 
to cite more small advertisers 

® NEW YCRK There will be 28 
winners in this year’s National In- 
dustrial Advertisers Association 
“Topper” competition, 
which has been revamped to give 
additional recognition to the smaller 
advertisers. 


awards 


industrial 
Two “Toppers” will be chosen in 
each of 14 categories. Entrants 
within each category will be divided 
into two groups . . those companies 
with $10,000,000 or more total sales 
in one group, those with less than 
$10,000,000 total sales in the other. 
A “Topper” award will be made in 
each division in each category. 
This is the first year such a divi- 
sion has been made. The NIAA said 
the reason for the change is “to at- 
tract more small budget advertisers 
to the competition than ever before.” 
Last year, a “Topper” was picked 
in each of 14 categories, including 
one category for small budget ad- 
vertisers. But qualifications for the 
small budget category were decided 
according to size of the ad budget 
rather than total company sales. 
The NIAA said its Toppers com- 
mittee established the new policy 
because it “feels that gross sales are 
a better dividing point than dollars 
invested in advertising because al- 
though a given division, or product, 
of a giant corporation may be al- 
lotted only a modest budget, the 
success of its program may be af- 
fected to an important degree by the 


| other promotional activities of the 
| corporation.” 


In addition to the two “Toppers” 


Whats New 


IN STEEL FROM STOCK 


News .. Joseph T. Ryerson & Son, Chi 
cago, takes advantage of the news, runs 
news bulletin-like ads occasionally 
whenever it has enough items to fill a 
page. Ads run in metalworking business 
papers and Business Week. 


in each category, there will be two 
honorable mentions, and each win- 
ner’s agency will be given recogni- 
tion. 

Twelve of the 14 categories this 
year are the same as in 1954. They 
are advertising to: (1) introduce a 
new product; (2) introduce an ele- 
ment of news into an established 
product; (3) create brand prefer- 
ence; (4) suggest new applications; 
(5) create acceptance or demand for 
a basic material or component or ac- 
cessory on the part of the end user; 
(6) promote a line of related prod- 
ucts; (7) sell an engineering or 
technical service; (8) acquaint the 
market with the company’s qualifi- 
cations as a source of supply; (9) 
create good will for the company 
and/or its salesmen and distributors; 
(10) advertise to “middlemen”; (11) 
develop inquiries for sales leads, and 
(12) fractional space advertising. 

The two new categories are con- 
cerned with technical literature. 
They are: (13) product bulletins, 
including general product bulletins, 
catalog sheets, brochures and tech- 
nical and semi-technical bulletins, 
and (14) product catalogs, including 
completely new catalogs or “first- 
time” catalogs or catalog revisions 
and improvements. 

Closing date for the competition 





news 


begins on p. 24 


will be April 25. All entries must be 
received at the Toppers committee 
headquarters, 2 North Ave., East, 
Baltimore 2, Md., by that date. 
Chairman of the committee is Bur- 
ton F. Davis, Emery Advertising 
Corp., Baltimore. 


NIAA and seven other ad groups 
agree on closer education work 
™ NEW yorK .. Eight national ad- 
vertising associations have agreed 
to keep in closer touch with each 
other on their work to improve the 
education of industrial and con- 
sumer advertising men. 

They made the agreement at a 
meeting organized by Jordan D. 
Wood, chairman of the Interna- 
tional education committee of the 
National Industrial Advertisers As- 
sociation (IM, Feb.). Mr. Wood is 
advertising manager, Jones & Lam- 
son Machine Co., Springfield, Vt. 

Representatives of the associa- 
tions, who spent an entire day dis- 
cussing ways of improving education 
for careers in advertising, decided 
upon an informal exchange of infor- 
mation several times a year, so that 
each group will be kept informed 
and will avoid duplication of the 
current activities of the others. 

Associations represented at the 
meeting were the Association of Na- 
tional Advertisers, Advertising As- 
sociation of the West, Advertising 
Federation of America, American 
Association of Advertising Agencies, 
Exhibit Producers & Designers As- 
sociation, NIAA, National Outdoor 
Advertising Bureau and Alpha Del- 
ta Sigma.. 


‘Building Supply News’ wins 

service award from lumbermen 
™ ATLANTIC CITY, N. J... The edi- 
torial staff of Building Supply News, 
Chicago, and its executive editor, 
Jack Parshall, have won the dis- 
tinguished service award of the 
Middle Atlantic Lumbermen’s As- 
sociation. The publication was cited, 
at the association’s convention in 
Atlantic City, for outstanding edi- 
torial help, merchandising service 
and national industry leadership. ® 
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The sure way to get your 
sales story into buying hands 


Your sales approach to the Refining Industry depends on 
getting product information in the hands of men who buy. 
And your catalog in Refinery Catalog will reach “inside the 
gates’ to 6,000 men with purchasing authority in the 
Refining-Natural Gasoline-Petrochemical Industry. 


Refinery Catalog’s planned distribution covers men respon- 
sible for 98% of all purchases made in Refining operations 
. . . hard to reach men on the other side of those “No Ad- 
mittance” signs. Ask a representative to show you the actual 
list of these proven buyers. 


For strong supporting assurance on 
Your sales and advertising programs 


. . » put your story into the hands of the right men, at 
the right time—when actual buying decisions are being 
made! Place your catalog in Refinery Catalog. This will help 
your salesmen get inside those gates! 


Send now for value-packed 24-page 
Refinery Catalog Fact Book. Gives 
market data, copy suggestions, cost 
comparisons. Write Sales Promotion 
Dept., P. O. Box 2608, Houston 1, 
Texas. 


OFFICES: @ Houston (6), 3301 Buffalo Drive, LY-4301 @ New 
York (17), 250 Park Avenue, El Dorado 5-4012 @ Chicago (4), 
332 S. Michigan Avenue, Wabash 2-9330 @ Cleveland (15), 1010 
Euclid Avenue, Main 1-2550 @ Tulsa (3), Hunt Building, 3-1844 @ 
Los Angeles, W. W. Wilson Building, Huntington Park, Jefferson 
1219. aos 
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XCLUSIVE! 


The significant story of 








cane annenoT RSA SB BOERNE 


CLIMAX | 


Molybdenum Company | 
and its | 


$35,000,000, 


Expansion Program! 


told in full detail 
for the first time 
in the August issue of 


MINING | 


engineering | 


Jaa 


Semon RRA ORRTIRERESSERRMRORSCAH MR AnOMRCLA ne 


This entire issue will be devoted 
to a beautifully illustrated analy- 
sis of the Climax organization, its 
expanded mining and mill opera- 
tions, new processes, and the 
people who made it possible. 


And best of all, equipment and 
material suppliers will be given 
an unusual opportunity to drama- 
tize in their advertising the part 
their products played in this great 
industrial achievement. 


Closing date is July 1. For full 
details on how you can partici- 
pate, write or call MINING 
ENGINEERING now! 


MAO MER SRT, II BS SOE AR s eR 


Minin engineers 
_ are educated to 
specify and buy! 


MINING 


a 





engineering 
\NI A Published by 
y The American Institute of Mining 


« and Metallurgical Engineers, Inc. 
rod 2D 29 West 39th Street, Y 
PANC New York 18, N. Y. @ 
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It's the View .. 
Dramatic shot of 
ore carrier was 
taken through its 


own porthole 


A sad story with a happy ending 


By Judy Grayson Account Executive * J. P. L 


® IM’S FEBRUARY issue carried the 
story of the trials and tribulations 
involved in securing the very excel- 
lent serial photograph of the World 
Glory. It was an interesting article 
and it hit a responsive chord, for 
we, too, were faced with the prob- 
lem of photographing a ship . . both 
inside and outside! 

We think you may be interested 
in our tale of woe: 

Last Oct. 5, in Lorain, Ohio, the 
George M. Humphrey, largest ore 
on the Great Lakes, 
christened, launched and delivered 
to the owners, all in one grand cere- 
mony. Our firm, the J. P. Lohman 
Organization, is public relations 
counsel to the Arnot Jamestown 
Div. of Aetna Steel Products Corp., 
joiner contractor on the vessel. A 
joiner contractor is the specialist 
who furnishes and installs interiors 
of ships literally everything 


carrier was 


hman Organization, New York 


that meets the eye except tech- 
nical and mechanical equipment. It 
was part of our job to get both in- 
terior and exterior photos of the 
ship in time for the christening 
ceremonies. 


You’re In the Way .. J. Alex 
Langley, a New York photographer, 
was assigned to the job. Fortunate- 
ly, Mr. Langley proved resourceful 
as well as capable. He arrived in 
Lorain on Sept. 30, to find that 
because of the World Series, hotel 
rooms even in Lorain, 26 miles from 
Cleveland, were booked solid. Pro- 
ceeding to the shipyard, he found 
that certain of the men in charge 
were thoroughly unsympathetic to 
his cause. “Too much last minute 
work going on,” he was told. “You’d 
get in the way.” 

Luckily Mr. Langley knew his 
way around ships. He had worked 


























Action Shot from Air .. Is your 
product or its end use a dramatic shot 


from the air? If so, don’t overlook it. 


for a time for Gibbs & Cox in its 
model department, and had done 
photographic work on the S.S. Unit- 
ed States. He therefore proceeded 
to the galley and established friend- 
ly relations with the steward. To 
make a long story as long as pos- 
sible, the steward found him a bare 
bed in an unused crew room, gave 
him the key and wished him well. 

For three days Mr. Langley took 
the first of his interior shots; pic- 
tures of the crew’s mess hall, the 
officers’ dining room, etc. With the 
help of the steward he set the tables, 
arranged his lights and got his pic- 
tures, working at top speed while 
workmen were putting finishing 
touches in other areas. 











THE MARKET 

—is the manufacturing industries. 
INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION is a horizontal monthly 
covering over 42,000 plants, the largest 
and most active in 22 basic industrial 
fields. Each plant, to qualify, must have 
either a Dun & Bradstreet rating of 
$50,000 or better, or 50 or more 
employees. 


THE AUDIENCE 

—is the industrial Plant Operations 
and Service Group. With the largest 
circulation in its field INDUSTRIAL 
MAINTENANCE AND PLANT OPERATION 
reaches over 70,000 maintenance, engi- 
neering and purchasing executives— 
the men whose job it is to keep plants 
and equipment running at top efficiency. 


By function~ 

e 36,241 are plant operating, engi- 
neering and production men 

e 15,572 are maintenance engineers 
and superintendents 

e 9,476 are purchasing agents 

e 8,827 are factory management and 
administrative personnel 

This group specifies and buys $15 billion 

worthof goodsa year, including replace- 

ment, maintenance and repair supplies, 

safety devices, and materials handling, 

sanitation and other equipment. 


EDITORIAL FORMAT 
INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION’S editorial content is devoted 
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Complete, Productive Coverage 


of the $15 BILLION 
Plant Operating Market... 
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exclusively to valuable, factual infor- 
mation for the Plant Operations and 
Service Group. It combines practical, 
helpful ‘‘how-to-do-it’’ articles with 
up-to-the-minute news on products, 
equipment and techniques. Its read- 
on-the-run tabloid format helps busy 
executives get the facts they need fast. 


LOW RATES 

INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION’S rates are low. Cost per 
thousand readers is only $1.97 (based 
on 1/9-page unit, 12-time rate), lower 
than that of any comparable medium. 


HIGH FLEXIBILITY 

Another plus for advertisers: INDUSTRIAL 
MAINTENANCE AND PLANT OPERATION 
offers unusual flexibility for a tabloid 
format publication. Units all the way 
from 1/9 to full pages may be used. All 
standard 4-A colors are available. 


RAPID GROWTH 

A quick measure of INDUSTRIAI 
M!NTENANCE AND PLANT OPERATION’S 
value to advertisers: in 1954 advertising 
volume was 46% ahead of 1950, and it 
is one of the few industrial publica- 
tions to show an increase over 1953. 
This trend is continuing in 1955, 


INQUIRIES — SALES 

INDUSTRIAL MAINTENANCE AND PLANT 
OPERATION has an outstanding record 
for pulling inquiries that lead to sales. 
Only executives in a position to specify 
and buy qualify as readers. These men 
turn to INDUSTRIAL MAINTENANCE AND 
PLANT OPERATION for product news. 
Your product story here will be read 
when they’re most receptive. 
VERIFICATION 

Verified controlled circulation is an 
impressive 99.66% —again tops in its 
field. That means INDUSTRIAL MA!NTE- 








Finally, “all” that still had to be = 
photographed was the luxurious cm = os CEMEN 
guest quarters in the forward super- \ yA Lat Preset = 
structure of the 710-foot vessel. 3 
We hoped for the best. 

At this point, Oct. 3, I, as the 
account executive, arrived on the 
scene. 

To make the various compart- | 
ments look “lived in,” dozens of ac- 

Continued on page 152 | 


NANCE AND PLANT OPERATION gives 
you more for every advertising dollar. 
Want additional evidence? Write now 
for media and market data book, 


Industrial Maintenance 
AND PLANT OPERATION 
MAINTENANCE PUBLISHING CO. e PHILADELPHIA 4, PA. 
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The steel business is a field that 
this gentleman knows like 
Einstein knows the multiplica- 
tion tables. He’s L. B. Kidwell, 
president of General Steel Ware- 
house Co., Inc. He also knows 
how thoroughly his advertising 
agency has become involved in 
the marketing problems of both 
the company’s steel warehouse 
and tool division, to do a sounder 
selling job. 

Grimm & Craigle, Inc. is the 
agency. We'd like to tell you 
more about ourselves and the 
job we can do for you. Call us 


any time. Q 


GRIMM & CRAIGIZ, Inc. 
( -floeriising | 


201 N. WELLS STREET 
CHICAGO 6, ILLINOIS 
FRanklin 2-8056 


Advertising, Sales and Merchandising Counsel to 


the Industrial and Hard Goods Markets 
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at Your 
Fingarti 


MEDIA AND MARKET 
FACTS FOR BUILDING 
YOUR 1955 SCHEDULES 


. .. see the hundreds of pages 
of data covering 63 primary 
markets — specifications, rates 
and circulations of the 2,400 
business papers serving U. S. 
and Canadian industry — and 
the factual presentations of 200 
leading publishing organizations 
. +. in your 
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Industrial Photos . . begins on p. 150 


cessories were necessary. From Lo- 
rain stores we borrowed or bought 
several hundred dollars’ worth of 
merchandise, everything from 


clocks, suitcases, table radios to 
magazines and flowers . . and, oh, 
yes, champagne! 

Then the first blow: the men 


were still working in the guest 
quarters. No photos. However, when 
they stopped working about 8 p. m., 
Langley and I moved in. All the 
rooms were properly set up and by 
2:30 in the morning we had all the 


pictures . . except the solarium. 


Cold, Rain and a Captain .. The 
next day, two things happened: it 
began to rain and the captain moved 
on board. He issued orders: absolute 
quiet in the evening and through 
the night; he wanted a good night’s 
sleep. The naval architects had hap- 
pily located the solarium directly 
under the captain’s stateroom, and 
the workmen did not finish there 
until about 11 p.m. 

Thus, in the cold, in the rain, and 
at midnight, Mr. Langley and I went 
back to work. For three hours, 
walking on tiptoe, with every clink 
of metal light stand on metal deck 
sounding to us like a cannon shot, 
we prepared the solarium. Every in- 
sect in northern Ohio 
course, attracted by the light. They 
had to be brushed off the plate-glass 
solarium wall seconds before the 
shutter clicked. Finally, the pictures, 
in both black-and-white and color, 
were taken. 

By now it was 4:30 a.m. Gather- 
ing together all the photographic 
equipment (some 250 pounds in half 
a dozen special cases), we disem- 
barked in tired triumph. 

It was still raining the next morn- 
ing, and it was obvious that aerial 
views would have to be, taken later. 

Denny Harris, a Cleveland pho- 
tographer, agreed to try. How suc- 
cessful he was is shown by one of 
the photos, on p. 151. 

The complete set of photographs 
was used to tell the Arnot James- 
town story in newspapers, interior 
design magazines, mining and ship- 
ping publications and _ business 


was, of 


books. 
And, oh yes Langley and I 
drank the champagne! . 
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401/Circle on Readers’ Service Card 
Do you really want 
a lot of inquiries? 

Inquiries are not the most valuable 
product of industrial advertising, even 
though advertisers are placing increased 
emphasis upon them, says a_ booklet 
offered by McGraw-Hill Publishing Co., 
New York. The booklet cites surveys and 
other sources to show that “preference- 
building,” not inquiries, often should be 
the prime consideration of industrial ad- 
vertising. The booklet is a reprint of an 
IM article by Howard G. Sawyer. 


402/Circle on Readers’ Service Card 
Easy way to keep management, 


salesmen informed on your ads 

McGraw-Hill Publishing Co., New York 
offers a sample of its advertising mer- 
chandising folders. The folders have inside 
pocket flaps and are designed to aid in 
circulating ad reprints and ad schedule 
data to management, salesmen and dis- 
tributors . . and to keep them sold on 


advertising. 


403/Circle on Readers’ Service Card 
Do you know the marketing 
effectiveness of your ads? 

“Present day marketing is largely gov- 
erned by visual sensations,” says a book- 
let offered by the Color Research Insti- 
tute, Chicago. Booklet tells how the eye- 
movement test, association test and reten- 
tion test can measure marketing effective- 
ness of ads. It also tells about the institute's 
services. 


404/Circle on Readers’ Service Card 


Iron and steel industry 
is $2 billion a year market 
The iron and steel industry buys hun- 


jeekoud-d—labelemenkor 


- * Send for these helpful selling tools 


405/Circle on Readers’ Service Card 
Electrical power field 
is swiftly expanding market 
Power Engineering, Chicago, offers its 
market and media data file based on the 
National Industrial Advertisers Association 
outline. The booklet says the power field 
is expanding so fast that as much capacity 
will be added in the next decade as has 
been built during the last half century. 
And it points out that industry spends 
many times more for capital equipment to 
use the power than the utilities spend to 
provide it. Big markets in both directions. 


406/Circle on Readers’ Service Card 
Everything for the 
advertising artist 

Thousands of things an artist uses, in- 
cluding silk screen and sign supplies, are 
listed in a catalog offered by Ohio Art 
Materials Co., Cleveland. The company 
says it is "the most complete catalog of 
its kind ever published.” 


Readers’ Service Dept. 


93504 


407/Circle on Readers’ Service Card 


Put your finger on.. 
the pulsebeat of industry 

“The Pulsebeat of Industry, 1955" is the 
title of a 73-page booklet offered by 
McGraw-Hill Publishing Co., New York. 
The booklet includes such titles as ‘Where 
We Stand Now,” “General Business,” ‘The 
Manufacturing Industries,” and it gives de- 
tailed articles on 27 specific industries or 
types of markets. It includes a preliminary 
survey of business’ plans for new plants 
and equipment in 1955. 


408/Circle on Readers’ Service Card 


Here's a list of 6,000 lists 
for every direct mail need 

R. L. Polk & Co., Detroit, offers its 1955 
48-page catalog of more than 6,000 differ- 
ent kinds of prospect mailing lists . . from 
“abattoirs” to “zoological gardens.” The 
catalog also includes tables showing the 
number of each type of prospect in each 
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Please send me the following 
research and media data... 
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dreds of products ranging from paint to CITY & ZONE 


rolling mill machinery, and all of them 
add up to about $2 billion a year, says a 
market and media data file offered by 
Iron & Steel Engineer, Pittsburgh. The 
booklet gives a year-by-year breakdown 
of the industry's spending and production, 
and it tells how buying is done. The 
booklet is based on the National Industrial 
Advertisers Association recommended out- 
line and gives media data as well as 
market information. 


*Note inquiries for items listed 
not serviced beyond July 15, 1955 
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409/Circle on Readers’ Service Card 
How to put your sales point 
across quickly, dramatically 

“It's easy to instantly and dramatically 
focus attention on the special features of 
your product or service,” says a folder 
offered by Graphic Calculator Co., Chi- 
cago. The tools toward this end are 
Graphic’s “demonstrators” and “visualiz- 
ers,” those handy little cardboard gadgets 
with movable parts that easily show how 
a complicated piece of machinery works. 
Several of these devices are pictured in 
the folder, with a brief case history ac- 
companying each. 


410/Circle on Readers’ Service Card 
Feed manufacturing is good 


market for arsonic compounds 
Feed Age, New York, offers a booklet 


giving a comprehensive report on all as- 
pects of the use of arsonic compounds by 
the feed manufacturing industry. 


411/Circle on Readers’ Service Card 
Chemical process industries 
spend over $6 billion yearly 

The chemical process industries spent 
$6 billion for expansion and modernization 
and $35,000,000 for raw materials, fuels 
and power in 1954, and there’s no slack- 
ing off in sight, says a market and media 
folder offered by Chemical Week, New 
York. Folder gives a concise picture of 
this big market, including a list of some 
of the things the industry buys. 


412/Circle on Readers’ Service Card 


World trade. . 
in 10 easy lessons 
The problems of selling abroad are 


treated humorously, yet practically, in an 
easy-reading booklet, “Innocence Abroad, 
or World Trade in 10 Easy Lessons,” 
offered by the American Tariff League, 
New York. The booklet uses mythical 
characters and companies to show the 
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but the 


difficulties of foreign trade . . 
problems are real. 


413/Circle on Readers’ Service Card 
New device makes microprint 
reproduction practical 

Eastman Kodak Co., Rochester, N. Y., of- 
fers a folder illustrating and describing its 
new Kodagraph Microprint Reader, which 
makes it easy to read text or pictorial ma- 
terial that has been reduced photograph- 
ically so small that 60 standard book 
pages can be reproduced on a 3x5” card. 
The device makes microprinting practical 
for bulky, scarce or highly specialized ma- 
terial. 


414/Circle on Readers’ Service Card 


Here are 14 keys to 
a $40 billion market 

The Associated Construction Publica- 
tions, Minneapolis, offers a booklet giving 
market data, circulation and publication 
details for the 14 regional construction 
publications that are members of ACP. 
The 82,968 readers of these publications 
comprise a $40 billion market for con- 
struction machinery and equipment and 
supplies. 


415/Circle on Readers’ Service Card 
How to use book match ads 
to make them doubly effective 
There are plenty of tricks to putting out 
advertising book matches that will make 
prospects sit up and take notice. And a 
lot of them (the tricks) are described in a 
booklet offered by Universal Match Corp., 
St. Louis. Use this booklet to learn how 
to benefit from use of special shapes, spe- 
cial packages or special distribution of 
your book match advertising. 


416/Circle on Readers’ Service Card 
You may find a big market 
in feed manufacturing industry 
There are about 6,000 feed manufactur- 
ing plants in the United States, and they 
are expected to have a sales volume of 
about $5 billion this year, says a booklet 
offered by Feed Age, New York. The 
booklet outlines the needs of this big 
industry and lists some of the things it 
buys, including materials and ingredients 
supplied by chemical and pharmaceutical 
houses and all types of farm product 
processors, processing machinery, mate- 
rials handling equipment and packaging 
equipment and materials. 
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(jm) NEWS 


begins on p. 24 


Westinghouse shifts consumer, 
but not industrial accounts 

® CLEVELAND . . Westinghouse Elec- 
tric Corp., Pittsburgh, has an- 
nounced it will switch all of its con- 
sumer advertising now handled by 
Fuller & Smith & Ross, Cleveland, 
to McCann-Erickson. 

Fuller & Smith & Ross will con- 
tinue to handle advertising of West- 
inghouse’ industrial and apparatus 
divisions, an account of about 
$5,000,000. 

The two agencies have been shar- 
ing the consumer account, with 
Fuller & Smith & Ross handling 
Westinghouse newspaper, magazine, 
outdoor and sales promotion mate- 
rials and McCann-Erickson handling 
television advertising. 

The switch will be made July 15. 


Diamond Jubilee .. D. W. R. Morgan 
(right), president, American Society of 
Mechanical Engineers, presents plaque 
commemorating ASME’s 75th anniversary 
to Donald C. McGraw, (center) McGraw- 
Hill president, and Albert Hauptli, pub- 
lisher, American Machinist, which helped 
start ASME. 


Engineer group marks 75th 
birthday, honors McGraw-Hill 
™ NEW yYorK .. The American Soci- 
ety of Mechanical Engineers has 
presented American Machinist, Mc- 
Graw-Hill Publishing Co., New 
York, with a bronze plaque com- 
memorating the society’s founding 
in the publication’s office 75 years 
ago. 

The plaque was presented by 
David W. R. Morgan, ASME presi- 
dent, to Donald C. McGraw, Mc- 
Graw-Hill president, at the opening 
session of the ASME’s 75th Found- 
ing Anniversary Meeting. 

Some 30 engineers met in the 
publication’s office Feb. 16, 1880, to 
found the society, which now has a 
membership of 40,000. . 
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What do Selling Experts Say? 


Ever notice how much linage The Wall Street Journal carries 
from sales, marketing, management and advertising firms? These 
experts can be expected to choose advertising media for them- 
selves as carefully as they do for their clients. 

Only concrete results count with these gentlemen. The Wall 
Street Journal, edited for executives who have the influence and 
authority to make things happen, can be counted on for results 

. and experts know it. 


Circulation: 317,3 


ABC attained — Sept. 30, 
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Five Steps of Introducing a New Product. . Operation teamwork; who does 


what . . and the 


order in which they do it. 


Get everyone inio the act 


or your new product may fail 


Introducing it is the end, not the start, of planning 


Here's a timetable and how it was used 
to introduce a new product. Merchandis- 
ing built the excitement, but it had to be 
based on careful planning, the author 
points out, in this second article in a series 


on industrial merchandising. 


By Richard J. Brown 


Advertising & Sales Promotion Manager 





™ HAVE YOU EVER stopped to analyze 
how your company functions when 
you introduce a new product? Is it 
a unilateral action, where manage- 
ment says to the sales department, 
“Here is product x, go out and sell 
it,” and to the advertising depart- 
ment, “We've just developed prod- 
uct x, plan an advertising program 
that will help us sell it!” 

Or, is a new product introduction 
a team operation from the beginning, 
where every department involved in 
the successful marketing of it is 
consulted? 
The finest salesman can’t sell a 
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product not designed for the markets 
he calls on; the best advertising and 
sales promotion brains can’t create 
the opportunities for sale of a prod- 
uct that is impractical or has limited 
application. Teamwork can avoid 
such dead-end “booby traps.” 

The birth and marketing of a new 
product usually follows five steps. 
Simplified to their basic elements, 
they are as follows: 


1. Express the Need .. Where 
does detection of the need for a new 
product usually originate? The most 
logical source should be the sales de- 
partment, because salesmen are most 
closely associated with buyers. Does 
your company have a system for 
transmitting needs to management? 
Are your salesmen looking ahead 
toward products that would round 
out your line, put you ahead of com- 
petition and expand and develop 
your markets? And, if they recog- 
nize such needs, do you have a line 
of communication that encourages 
the expression of them? 


2. Analyze It .. Here’s where 
many companies go astray, because 
at this point all management and 
creative functions must agree . . or 





else trouble develops later. Does 
the sales department feel it will 
have a market? Does management 
feel the product will be economically 
sound? Does advertising agree with 
sales on its market, and does it feel 
it has “merchandising” possibilities? 
Does engineering feel they can de- 
sign such a product . . and could it 
be produced at a price the market 
will bear? 

If the answers to all these ques- 
tions aren’t yes, this might be a good 
point to stop and reconsider. But 
you can’t say yes or no.. until you 
ask the questions! 


3. Develop It . . Product develop- 
ment is usually considered an en- 
gineering function, but does your 
company assign it to the engineer- 
ing department and then forget it? 
We all know that engineering must 
be in constant close liaison with pro- 
duction to be sure the product can 
be produced economically. But are 
plans and working models presented 
to the sales department throughout 
the entire development? Advertising 
should play its part here, too, since 
it will have a “feel” for features that 
can be promoted effectively. 


4. Approve It. . Approval is often 
little more than a formality when 
there has been teamwork up to this 
point. Everyone must agree . . man- 
agement, sales, advertising, engi- 
neering and production. Then you 
are ready for the payoff . . step 5. 


5. Introduce It . . Introducing a 
new product involves coordinated 
effort of every basic department, 
with the possible exception of engi- 
neering. Here’s where your adver- 
tising department proves itself, in 
understanding the market that sales 
anticipates, selecting the key fea- 
tures and knowing how to present 
them with greatest appeal. 

It must reach the right publica- 
tions, create the best possible litera- 
ture, direct the right story to the 
right markets. 

It must integrate publicity with 
paid advertising and must merchan- 
dise the new product through the 
complete selling organization. 

Sales effort and planning must be 
coordinated with these plans and. . 
perhaps most important . . produc- 
tion must be timed so the product 















is available when the consumer de- 
mand is created. 


How We Did It. . We tried to use 
all these principles when we intro- 
duced Rockwell’s Deltashop, a com- 
bination tool. Our experiences with 
it may be helpful to any industrial 
company that sees an opportunity 
in the do-it-yourself market. 

We sell a substantial volume of 
tools to industry; but the Deltashop 
was designed to fill a consumer de- 
mand for a tool that we could make 
just as well as our industrial tools. 
And, although this new product was 
aimed at consumers, we used the 
same merchandising methods we use 
industrially . . with a success that 
exceeded our fondest wishes. 

Long before the product was born 
our sales department had pointed 





The ‘Break’ . . Deltashop press con- 
ference timed with the Hardware Show 
lured editors in town for the show. 


out the need for a good, practical, 
one-motor combination tool that 
would fit the rapidly growing small 
home market. Once we agreed on 
the need, a formal meeting of the 
sales, engineering and advertising 
departments was held. We all ex- 
pressed our ideas on the type of a 
tool, and we set up a market re- 
search study to get an expression 
of consumers’ needs. The results 


showed that the circular saw, joint- 
er, drill press and sander were the 
most important and most used tools 
in the average workshop. 











These findings were presented to 
management. They agreed, and en- 
gineering went to work to design a 
machine with those components, to 
do the job the sales and advertising 
departments said must be done if 
the machine was to be salable. 


Sales Looks for Bugs Early . . 
Once the original model was made, 
a second formal meeting was held. 
Here the sales and advertising de- 
partments analyzed the unit to see if 
any bugs had to be taken out of it. 
Minor modifications were made and 
then the final unit was developed 
and tooling was designed and set up. 

The first machine off the pilot 
run was delivered to the advertis- 
ing department. A third formal 


meeting was held with sales, but 
this time our plant manager was 








to coincide with the National Hard- 
ware Show in New York . . and 
while all leading editors and pub- 
lishers were in town we held a large 
press meeting at one of the New 
York hotels. At that press confer- 
ence we told the story of why this 
unit was developed, what its mar- 
ket was, and actually conducted 
a combination demonstration-talk, 
where we illustrated every point we 
were trying to make through actual 
operation of the machine. 

The press meeting caught on, and 
through personal follow-ups with 
all of the editors who had attended 
the meeting, we enjoyed an almost 
unprecedented (for us) coverage by 
the press, including a three page 
write-up in Life and coverage in 
publications such as Esquire, Better 
Homes & Gardens, large articles in 


The Merchandising .. One big break was story in Life. Delta speeded distribution 
of 3x6’ display poster to dealers, exploiting story. This kind of merchandising builds 
stature for your product, your company and the distributor salesmen, too. 


asked to participate. At this session, 
we mapped out an introductory pro- 
gram, determined initial production 
runs, and decided on initial adver- 
tising approaches, publicity, litera- 
ture and point of sale needs. 

We felt this product was destined 
to become the “leader” in our small 
tool line, so we developed a special 
catalog for it. Our agency, Mar- 
steller, Rickard, Gebhardt & Reed, 
worked with us to develop a media 
program, and to coordinate publicity 
and point of sale. 

An introduction date was timed 





Mechanix Illustrated and Popular 
Science. 


Push Publicity to Dealers .. To 
get maximum value out of the Life 
story, we bought up all available 
copies in Pittsburgh, New York and 
Chicago, and sent one to each of 
our dealers. So that they could use 
it for timely display value, we in- 
cluded a large poster, to which a 
cover of Life and the article itself 
could be pasted. 

Advertising broke immediately 
after publicity reached its peak. By 


Continued on page 156 
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A CASE-SHEPPERD-MANN 
PUBLICATION \ 
“Specialized Leadership” \ 


\\\\\\“\\\ 


WATER MORKS 
ENGINEERING 


WATER WORKS 
ENGINEERING 


NLY independent journal wholly 

devoted to the major market of 
water supply, a 24-hour-a-day industry 
with annual construction expenditures 
over $300,000,000 and with annual main- 
tenance costs of another $300,000,000; 
present construction back-log, $1.4 bil- 
lion. 


Forms close May 20 for June issue, 
featuring annual American Water 
Works Association Conference, Chi- 
cago June 12-17, most important 
water gathering of the year. 


Because of its specialization and top ed- 
itorial standing, WATER WORKS EN- 
GINEERING is read regularly by more 
key water works buying factors — Super- 
intendents, Managers, and Engineers, 
than any other publication. 


A.B.C. audits and periodic readership 
surveys are available to prove it the #1 
paper of this highly essential, specialized 
field. Written by Water Works men for 
Water Works men. All water works, cov- 
er to cover. 


Write for latest Market Data Sheet, 
NIAA form; also recent surveys proving 
actual leadership in this basic field which 
we have served since 1877! 


EH 


CASE-SHEPPERD-MANN 
Publishing Corporation 


24 W. 40th St., New York 18, N.Y. 
8 So. Dearborn, Chicago 3 

Also —- WASTES ENGINEERING, ABC-ABP; 

FIRE ENGINEERING, ABC-ABP; and ELEC- 


TRICITY ON THE FARM Magazine, reaching 
780,000 electrified farms! 
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Delta .. begins on p. 154 
that time our salesmen were all 
thoroughly familiar with our unit 

. and dealers were eagerly await- 
ing their first machines . . ready to 
set up an effective display to help 
build sales through store tvaffic. 

We missed in one point of this 
well-planned program and that 
was underestimating initial demand. 
It was so heavy that we had to run 
large ads in 66 local newspapers. . 
asking people to be patient. In these 
ads we pointed to increased manu- 
facturing facilities and assured them 
that, while we were producing Del- 
tashops as quickly as possible, we 
wouldn’t let quality suffer. 

We proved that teamwork and 
sound adequate planning are a com- 
bination that can’t be beat. = 


Next Month . . How merchandising, 
timed and planned punctiliously, won 
orders for a new industrial product from 
80% of Delta’s dealers, will be told in the 
next article in this series on industrial 


merchandising. 


GE’s Cordiner urges industrial 
admen to build better ads 

® NEW YORK General Electric’s 
top man says industrial advertisers 
should be more careful in preparing 
their business publication ads. 

GE president Ralph J. Cordiner, 
speaking at the annual conference 
of the Associated Business Publica- 
tions, asked, “Why do so many 
industrial advertisers pay so little 
attention to their copy?” 

“Regardless of the relative costs 
of space,” Mr. Cordiner said, “a 
business paper advertisement should 
be just as carefully prepared as 
those for the mass communications 
media, if not more so, because the 
reader’s needs and expectations for 
information are more specific.” 

“Not all of you are concerned with 
keeping abreast of and reporting 
the new discoveries of our scientific 
research laboratories,” he said. “But 
it is equally important to do an 
accurate and timely job of reporting 
new knowledge in marketing tech- 
niques, the distribution of goods or 
in management-labor relations.” 

Mr. Cordiner was the luncheon 
speaker at the one-day conference. 


Punished by Protessionais 
Presdwood Shows Off Its Stamina 


MASONITE CORPORATION 








Industrial? . . Four-color ad by Ma- 
sonite Corp., Chicago, for hardboard is 
Industrial 


running in April Fortune, 


Design, Journal of Forest Products Re- 
search and Woodworking Digest. Buchen 
py says 
r, points 


Chicago, is the agency. C 
skaters use portable hardboard flox 


to strength in industrial applications. 


More than 500 representatives of 
ABP member publications were at 
the meeting. 

Speakers included George Dusen- 
bury, editorial presentation con- 
sultant; William K. Beard, Jr., ABP 
president; Shelton Fisher, publisher, 
Bus Transportation, Fleet Owner 
and Power, and Henry Zwirner, di- 
rector of circulation, Fairchild Pub- 
lications. 


Advertiser changes. . 


Lawson Barrett 

Robert D. Lawson . . former sales manager, 
Norton Co., 
Worcester, Mass., has been elected to the 


jrinding machine division, 


rew position of vice-president and sales 
manager for the division. 

Ross Barrett . . former vice-president and 
director, Foreman & Clark, has been ap- 
pointed vice-president in charge of public 
relations, advertising and market research, 
Byron Jackson Co., Los Angeles manufac- 
urer of oil and gas well supplies. 








Advertiser changes . . 


Robert O. Frick . . has been appointed ad- 


vertising manager, Philadelphia Gear 


Works, Philadelphia. 


former assistant 
Macwhyte Co., 


Francis D. Holden 
general sales manager, 
Kenosha, Wis., has been appointed man- 


ager of sales. 


Minneapolis-Honeywell Regulator Co. . . 
Minneapolis, has announced the following 
changes in the industrial division: R. A. 
Schlegel, 
dustry sales, 


former manager, petroleum in- 
has been named associate 
the 


country, and J. F. Smith, former district 


sales manager, Eastern section of 
manager, industrial division in Tulsa, has 


been named associate sales manager, 


Western section of the U. S. 


W. W. Morris . 
planning department, Westinghouse Elec- 


. formerly in the market 


tric Corp., Pittsburgh, has been named 


director of market research. 





Deegan Wells 


Paul A. Deegan . . has been named di- 
rector of advertising, defense and indus- 
trial sales, Avco Mfg. Corp., New York. 
He will continue as director of public re- 


lations for Avco's Lycoming Div. 


Thomas K. Wells . . 
ager, Flexonics Corp., Maywood, IIl., has 


general sales man- 


been named vice-president in charge of 


sales. 


R. P. Nichols . . has 
been named general sales manager, C&D 
Mtg. Co., Cal. 


construction equipment. 


former contractor, 


Perkins, manufacturer of 


. former assistant sales 
Machinery Div., 


Edburt L. Timm . 
manager, Pulverizing 
Metals Disintegrating Co., Summit, N. J., 
has been named sales manager. 


John R. Titlow .. 
industrial truck division, Clark 


former general sales 
manager, 
Equipment Co., has been appointed man- 
ager of sales, Lamson Mobilift Corp., Port- 
land, Ore. 


David H. Simonds . . former product ad- 
vertising manager, Bolta Products Div., 
General Tire & Rubber Co., Lawrence, 


Continued on page 158 


















“HOW MEYERCORD 
SERVES INDUSTRY” 
No. 5 of a Series 


MEYERCORD 
Manaplote DECALS 


Help You KEEP 
When a consumer needs service, lg Product SOLD 
repair, replacement or parts for 


your product, does he know where to turn? Or has he been 
permitted to forget how to find his authorized dealer? 












































Meyercord Decals solve the dealer identification and service 
problem effectively with a time-tested, low cost ‘‘factory-dealer” 
nameplate plan which combines your trademark with the name, 
address, and phone number of your local authorized dealer. Al- 
though ordered by the manufacturer, Meyercord Dealer Decal 
Nameplates need cost the manufacturer nothing. Specially im- 
printed Decal Nameplates are sold to and applied by your deal- 
ers, who actually save 80% of what similar decals would cost if 
purchased independently. 


We create, design, develop and produce factory-dealer decals 
in any combination of colors, shape, size, and artwork, in any 
quantity. Dealers order small quantities from your company as 
needed. Meyercord then ‘“‘personalizes’” each dealer order and 
drop-ships directly to him. Let a Meyercord representative pro- 
vide complete details and specific recommendations. 


FREE! “mark-it” MANUAL OF DECAL NAMEPLATES 


Send today, on your company letterhead, for 
this valuable full-color guide to every indus- 
trial problem in marking, identification, in- 
struction, and information. Gives you 
hundreds of new ideas for the application of 
decals to your products. 









DEPT. F-308 
5323 WEST LAKE ST. 
CHICAGO 44, ILLINOIS 









gives adverticors | 
BEST COVERAGE oe 
















1400 UNION TRUST BLDG. 
PITTSBURGH 19, PA. 
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A 
PROFIT-PACKED 
CIRCULATION 


THAT'S 
COUNTABLE 


Take 
wholesaler 
coverage 

for instance — 


PHB 






2,120...1HE MOST IMPORTANT 


in the plumbing, heating and air conditioning industry 


Though editorially slanted 
for the contractor PHB 
is also read regularly by 
industry’s biggest whole- 
salers, who realize their 
vested interest in a maga- 
zine that is dedicated to 
increase the competence 
of their best customers. 

PHB contractor-readers. 


TOP QUALITY WHOLESALER COVERAGE 


2,120 well-rated plumbing, heating and air con- 
ditioning wholesalers, including members of the 
three major wholesaler organizations. 


PLUS INDUSTRY’S LARGEST CONTRACTOR CIR- 

CULATION—OF ALL FULL SERVICE MAGAZINES 
22,632 top-buying plumbing, heating and air con- 
ditioning contractors. 

A TOTAL CIRCULATION OF 25,494 READERS 

EVERY MONTH! 





ASK FOR THE FACTS ON PHB’S ABILITY TO HELP YOU IN ‘55 


If you haven't received a copy of the “Sound Foundation” booklet ... write or wire. 


Contains complete factual story of the three full service books. 


PLUMBING & HEATING BUSINESS 


130 East 59th Street - New York 22, N. Y. 





Plaza 3-9177 








Written and read by 








top oil executives 





for information write 


11 W. 42nd St., New York 36, N.Y. 


| For all the Facts 
| on Industrial and 
Y Trade Market Data 


LOOK in 


Industrial Marketing’s 1955 


MARKET DATA & 
DIRECTORY NUMBER 


TORO UU ROE EEE RE ER ERESEE RES ESE SALES EEE SED 


Pe 2 6 
(PRR ERE REE REE ERE REE ERE REE REESE REE EE EEE) 
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Advertiser changes. . 


Mass., has been named director of ad- 


vertising. 


Karl Bing . . former manager, national 
chain sales, Ray-O-Vac Co., Madison, Wis., 
has been named sales manager, special 


products division. 


Ray H. Anderson . . former head of the 
building sales division, American Sisalkraft 
Corp., Attleboro, Mass. manufacturer of 
building papers, has been appointed di- 


rector of marketing. 


Mel Jackson . . has been named sales 
representative for northwest Indiana and 
the south Chicago area, Wolverine Tube, 
Division of Calumet & Hecla, Detroit. He 
was formerly vice president in charge of 


sales, Grant Wilson, Inc., Chicago. 





McMeken 


H. W. McMeken . . former purchasing 
agent and personnel manager, Jarvis 
Corp., Middletown, Conn., power tool 
maker, has been appointed director of 


technical advertising and public relations. 


Bernard Dolan . . former manager of sales 
in New York for Peter A. Frasse & Co., 
New York steel and aluminum distributor, 
has been appointed assistant vice-presi- 


dent in charge of sales. 


Rodney R. Adler . . former assistant sales 
promotion manager, Carrier Corp., has 
been named advertising manager, ACEC 
Electric Corp., New York. 


M. L, Lundgren . . former director of sales, 
Union Hardware Co., has been appointed 
director of sales and advertising, Vulcan 


Radiator Co., Hartford, Conn. 


Charles S. Brandt . . has been named ad 
vertising manager, Kent-Moore Organiza 


] 


[ OlS 


tion, Detroit manufacturer of service tc 


and equipment. 


Richard S. Lowell . . former advertising 
manager, U. S. Plywood Corp., New York, 
has become director of sales promotion. 
John R. Thompson, former assistant adver- 
tising manager, has been promoted to 


advertising manager. 








Arthur J. Laack . . former assistant to the 
advertising manager, Trane Co., LaCrosse, 
Wis., has been named advertising and 
sales promotion manager, Four Wheel 
Drive Auto Co., Clintonville, Wis. He 
succeeds Arthur J. Danley who was named 
public relations director. Reuben C. Taylor, 
Jr., former director of sales, Bennett In- 
dustries, Peotone, IIl., has been appointed 
domestic sales manager, succeeding H. G. 
Engel who is now special accounts man- 


ager. 


Walter C. Bohland . . has been named 
general sales manager, Houston Trade- 
typers, Houston, Tex. He was formerly 
associated with the graphic arts field in 
Minnesota. 


Robert C. Stranahan .. has replaced 
C. E. Zarth as manager of merchandise 
distribution, Metal Products Div., Goodyear 
Tire & Rubber Co. He was formerly assist- 
ant manager of merchandise distribution. 


Robert H. Wood . . former editor, Aviation 
Week, New York, has joined McDonnell 
Aircraft Corp., St. Louis, as assistant to 
the president. He will be in charge of 


public relations and advertising. 


Donald D. Storing . . has been named 
manager of two new sales divisions cov- 
ering the industrial and press fields for 
Ansco Div., General Aniline & Film Corp., 
Binghamton, N. Y. He will continue as 
editor of the Ansconian, the company pub- 
lication. 


Robert W. Lenski . . former advertising 
and sales promotion manager, Sparton 
Radio-Television, Jackson, Mich., has 
joined Childers Mfg. Co., Houston, as man- 
ager of advertising and sales promotion. 


Ralph A. Colorado .. a Puerto Rican with 
wide experience in foreign trade, has been 
appointed export manager for two Rock- 
ford, Ill., companies . . Whitney Metal Tool 
Co. and Rockford Brass Works. 


Harry R. Rowland .. former assistant gen- 
eral manager of sales, A. M. Byers Co., 
Pittsburgh, has been appointed general 
manager of sales, and Edgar L. Fix, former 
assistant manager of steel sales for the 
company, has been promoted to manager 
of stezl sales. 


Jon Kenkel . . has been named sales man- 
ager, Master Rule Mfg. Co., Middletown, 
N. Y. 


Nelson M. McGuire . . has been appointed 
assistant to the vice-president for sales, 


American Manganese Steel Div., American 
Brake Shoe Co., Chicago Heights, Ill. He 
formerly was advertising manager of three 

Continued on page 160 














Concrete Problems 
are Solved in the 


ACI 


JOURNAL 











— your JOURNAL ads | 
solve selling problems too! 


Your product will ‘register’ with buyers in the 
concrete industry when they meet it in the pages 
of their ACI JOURNAL. All standards adopted 
by the American Concrete Institute are published 
in the Journal; and concrete engineers and top 
construction men look first to the JOURNAL for 
authoritative information on all phases of the 
concrete field. Naturally, your advertising story 
in the JOURNAL gets keen reading from these 
men — the very men you want most to sell. 





So, whether your product is making its debut 
to industry or renewing an old acquaintance, 
put it on the pages that get the most discerning 
readership — in the ACI Journal! 


FREE FOR THE ASKING! THE ACI 
STORY IN THE NIAA BROCHURE 
TODAY 


U. S. AUTHORITY ON CONCRETE ENGINEERING AND RESEARCH 


JOURNAL of the 
AMERICAN CONCRETE INSTITUTE 


18263 McNichols Road - Detroit 19, Michigan 
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if you use 
photography 


. . . THIS MACHINE CAN SAVE 


YOU TIME AND MONEY! 
If you use photographs in any phase of 
your business—in sales, in advertising, in 





design and engineering—we have a preci- 
sion copy camera that can make your pho- 
tographic operations more efficient. 


the ALVES COPYMATIC 


features. 


It is called 
CAMERA, Here are 
It has automatic focus,.reflex viewing, built 
handle either 
has a vacuum easel 
photographs and art 
10” in size. 


transparencies. 


some of its 


for daylight operations, will 


35mm or 70mm fim, 
original 


up to 8” x 


and handles 
work or drawings 


It also copies 35 mm 
As a 
prints, it 
This 


photographic 


system for your photographic 
pay for itself in a short 
machine is adaptable to 
many Why not 
drop us a line today explaining your pho- 
tographic record or storage problem and let 
the new 
can 


filing 
will 
period, new 
operations. 


exactly how 
CAMERA 
and 


photographic 


us describe to you 
ALVES COPYMATIC 


and money 


save 


you time increase the ef- 


ficiency of your operations. 


For further details write, wire or phone 
today ALVES PHOTO SERVICE, INC., Alves 
Bidg., 14 Storrs Ave., Braintree 84, Mass. 
Tel. BRaintree 2-0372. 














WHY 
SHOULD 
You 
BOTHER 
ABOUT 
NAME PLATES? 





Because, as Advertising Manager, you know 
how a sparkling name plate can dress up your 
product and add real sales appeal. Give your 
products standout identification that ties them 
into your advertising. Check into the quality 
of name plates produced by 


ROE att TR Yr 





Write for Free Book, “Etched or 
Lithographed Metal Products of 
Quality,” with full color examples 
of our name and instruction plates. 
Send a rough sketch or blueprint 
for design suggestion and quota- 
tion, without obligation to you. 
CHICAGO THRIFT-ETCHING CORPORATION 


1555 N. Sheffield Ave., Chicago 22, Ill., Dept. G 
SUBSIDIARY OF DODGE MANUFACTURING CORPORATION, MISHAWAKA, IND, 
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Advertiser changes . . 


divisions and assistant aavertising man 


ager of the parent company. He will con- 
tinue to handle advertising for the Amsco 


Div. 


John Fusek . . has been appointed adver- 
tising manager of Dewey & Almy Chem- 
ical Co., Cambridge, Mass., a division of 


W. R. Grace and Co. 

Ross B. Baze . . former sales executive at 
Black, Sivalls & Bryson, Kansas City, Mo., 
steel Delta Tank 


Mfg. Co., Baton Rouge, La., as sales man- 


fabricator, has joined 


ager. 


advertising 


New 


Mark Pinkerman .. former 


manager, Reichhold Chemicals, Inc., 
York, has become vice-president in c 
of advertising and public relations. 
Eldon E. Fox. . advertisin 


Minneapolis-Honeywell Regulator 


ormer 
ager, 
Co., Minneapolis, has been appointed 
the newly-created positi 
advertising and sales promotio 

divisional ex 


Tmer 


James W. Hennet.. fc 


port advertising assistant, Tide Water As 


sociated Oil Co., New York, has become 
export advertising manager for the com- 


pany’s eastern division. 


Stanley W. Bennett . . former general sales 


manager, Compo Shoe Machinery Corp. 


- 2 





Boston, has been named vi 


charge of sales. 


Edward J. Donn . . has been ap; 
manager of sales promotion, J. A. 
Mfg. Co., Erie, 


vertising 


Pa. He was formerly ad 
sales promotion account 


supervisor at General Electric's Locom« 


tive & Car Equipment Dept., Erie, Pa. 


Herbert Heesch . . former field sales super- 
visor, Hooker Electrochemical Co., Niagara 
Falls, N. Y., has been promoted to general 


sales supervisor. 


R. B. LeRoy .. former sales manager at 
the East Pepperell, Mass., multiwall paper 
bag plant of Bemis Brothers Bag Co., has 
been placed in charge of the company’s 


new plant in Minneapolis, which is mak- 


ing a new line of Bemis products. 


Paul R. Wentworth . . former assistant 
manager, package design division, adver- 


Kodak Co., 


appointed 


tising department, Eastman 
Rochester, N. Y., 


media buyer for the company. 


has been 


C. Frederick Wheeler . . former advertis- 





| 


















ENGINEERS’ 
JOB DIRECTORY 


carries more 





Engineering Recruitment 





Advertisers than 





any other medium 





EJD reaches thousands 
of young engineers in 
more than 140 colleges 
plus many graduate 
engineers. 







Listings give key facts 
about hundreds of 
companies. Cross-in- 
dexed by type of en- 
gineers, plant and sales 
locations. Make sure 
your company appears 
either in listings or 
display space. Write 


OLIVER P. BARDES 
Publisher 

DECISION INC. 
405A Ist National Bank Bidg. 
Cincinnati 2, Ohio 






















The $14 BILLION 
Telephone Industry 


Over 52 Million Telephones 
is spending 
$1-!/2 Billion Annually 


for new equipment, supplies, 


buildings, repairs, mainte- 


nance, etc., etc. 
oe 


Would you like to have a directory (FREE) 
listing more than 650 items ranging alpha- 
betically from acetylene torches, adding ma- 
chines and augurs through typewriters, wires 
and wrenches used in a telephone plant. 


This directory, late market information and 
other pertinent data about this growing in- 
dustry upon request. Write 


TELEPHONE ENGINEER 
Publishing Corporation 
7720 Sheridan Road 


CHICAGO 26, ILLINOIS 
Phone ROgers Park 4-3040 














ing manager, Porter-Cable Machine Co., 
Syracuse, N. Y., has been promoted to 
merchandising manager. Mr. Wheeler's 
assistant, Manuel V. Nodar, advanced to 
advertising manager. 


John E. King .. former assistant sales 
manager, Worcester Pressed Steel Co., 
Worcester, Mass., has been promoted to 
sales manager. 


Patrick J. Duffy . . former assistant sales 
manager, Jamison Cold Storage Door Co., 
Hagerstown, Md., has been appointed gen- 
eral sales manager. 


E. Gordon Ball, Jr. . . has been appointed 
vice-president in charge of sales for the 
Luria Engineering Co., Bethlehem, Pa., 
designer and maker of standardized in- 
dustrial steel structures. He formerly was 
Chicago district sales manager. He suc- 
ceeds Grant A. Sattem, who has been 
elected executive vice-president of Luria- 
Cournand, Inc., Havre de Grace, Md. en- 
gineering and fabricating company. 


Agency changes .. 


Oliver-Beckman . . New York, has been 
appointed to handle advertising for Auto- 
mation Engineering Laboratory, Green- 
wich, Conn. 


Frank Thorne .. former advertising man- 
ager, Baker Oil Tools, Los Angeles, has 
joined Darwin H. Clark Co., Los Angeles, 
as production manager and _ technical 
writer. 


Richard La Fond Advertising . . New York, 
has been named agency for C. J. Hagstrom 
Mfg. Co., Glen Cove, N. Y. manufacturer 
of building hardware. 


George C. McNutt Advertising . . Oakland, 
Cal., has been named to handle advertis- 
ing for C&D Mfg. Co., Perkins, Cal., con- 
struction equipment manufacturer. 


William Gent Co. Ltd... Toronto, has been 
appointed to handle advertising for Can- 
ada Illinois Tools, Ltd., Toronto manufac- 
turer of cutting tools. 


Sidney Clayton & Associates . . Chicago, 
will handle advertising for Litho-strip Div., 
M. M. Young & Co., Chicago pre-finisher 
of metal coil. 


O. S. Tyson & Co. . . New York, has the 
following new accounts: American Coils 
Co., Newark manufacturer of air condi- 
tioning units, and New York & Pennsyl- 
vania Co., New York manufacturer of 


printing papers. 


Continued on page 162 













m Build Eurnaces 


or Combustion 
Equipment 
for the Steel 
Industry ? 
I want to 
« know about it! 


Furnace and combustion en- 

gineering is the responsibili- 

ty of thousands of engineers 
like me throughout the iron and 
steel industry. Your equipment and 
engineering service is mighty im- 
portant to us. Tell us and sell us 
through your advertising in the 
“bible” of the industry—the IRON 
AND STEEL ENGINEER, 1010 Empire 
Building, Pittsburgh 22, Pa. 























He’s been that iway ever since TIME polled him 
in its new executive survey. 


For a down-to-earth picture of the country’s 
2/2 million ‘top management” men, write 


for TIME’s new Study of Executive Audiences. 
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Here Are A Few Reasons 


WHY 
CNM ..... 


TOP READERSHIP 
. In The Lower 
MISSISSIPPI VALLEY 


For the 





twelve month period ending Feb- 


ruary, 1955, Construction News Monthly 
published a total of 1,464 pictures, which 


included 494 on-the-job action pictures and 
1,763 pictures of identified personalities. 
« 
For the twelve month period, ending Feb- 
ruary, 1955, Construction News Monthly 
published 7,575 column inches of news and 
features, 
e 
For the twelve month period ending Feb- 
ruary, 1955, Construction News Monthly and 
- 7 . 
Construction News (weekly) published a 
total of 17,784 column inches of bid news. 
s 
For additional information phone, 
wire or write 


CONSTRUCTION 
NEWS MONTHLY 


LITTLE ROCK, ARKANSAS 


























WANT 10 SELL 


Pacific Northwest 
BUSINESSMEN? 


When you want to sell prospects 
in the Pacific Northwest — 
advertise in the paper that gives 
them the news they want... 
the Portland Daily Journal cf 
Commerce. 


Complete Business News 


For 61 years the Daily Journal 
of Commerce has built a reputa- 
tion g businessmen in Ore- 
gon, southern Washington, Idaho 
and northern California as the 
one source of complete Pacific 
Northwest business news. 





Rates are low. Send for sample 
copy — start selling this multi- 
million dollar market now. 





711 Southwest 14th Ave. 
Portland 7, Oregon 


Working Tool of 
Pacific Northwest Business 





ee eee ee —— 


Agency changes. . 


vaand Eldridge Co. . . Philadelphia, has 


been named to handle advertising for 





Globe Hoist Co., Philadelp 


hoist manufacturer. 


Dr. William E. Mydans . . former director 
of packaging development and new prod- 


uct research, Olin Industries, has been 
appointed vice-president and technical di- 
rector, George Black Co., Hillside, 
Michener Co. . . Philadel 
named agency for Pedrick Tool & Machine 


Philadelphia maker of pipe bending 





ipment. 


Advertising Service Agency . . Charleston 
S. C., has been named to handle adver- 


tising for Charleston Rubber Co. 





ton manufacturer of in 
products. 


Robert A. Browne . . formerly with Rickard 
& Co., has been elected vice-president of 
newly merged 

hardt & 


has the following new accounts: Lake 


Marsteller, Rickard, Geb- 


Reed, New York. Also, MRG&R 


Ms 


Shore Engineering Co., Iron Mountain, 


Mich., manufacturer of industrial equipment 


for the mining industry, and Famco Ma- 


~ r ™ Wie f{wetiiror 
chine Co., Kenosha, Wis., manufacture! 
of arbor, power and drill presses 


Hutchins Advertising Co. . . Rochester, 
f 





N. Y., has the f wing n accoun 
Hartman Metal Fabricators, Rochester 


manufacturer of materials handling equip- 
ment, and Roc 


maker. 


Rossi & Co. .. Detroit, has the f 
new accounts: Industrial Engineering Div. 
Giffels & Vallet, Detroit industrial engi- 
neering consultant, and Gabriel 
Detroit manufacturer 


equipment. 


Saunders, Shrout & Associates . . Chicag 
has been appointed agency for Clements 
Mig. O., 


ustrial blowers. 


Chicago maker of portable in- 


G. M. Basford Co. . . New York, has been 
named to handle advertising and public 
relations for the Steel Shipping Container 
Institute, which represents more than 95% 


of U. 


pails. 


S’ manufacturers of steel drums and 


Chew, Harvey & Thomas. . Philadelphia, 
will handle advertising for National Foam 


West Chester, Pa. manufacturer 


oducts for fire protection. 


System, 
of foam pr 


United Advertising Agency . . Newark, 


cae eal 


has been named agency for Worthington- 
Newark, division of 
Harrison, N. J. 


Gamon Meter Co., 


\V 


Worthington Corp., 
Philip A. Schloss, Jr. . . has been named 
manager, public relations 


Waldie & Briggs, Chicago. 


department, 


Marvin Hammer . . former managing edi- 
Chicago, has 
New York 


energy, as 


tor, Industrial Laboratories, 


ined Molesworth Associates, 


agency specializing in atomic 


an account executive. 


Henry A. Loudon, Advertising, Inc. . . 


Boston, has been appointed agency for 


Miniature Precision Bearings, Inc., Keene, 


N. H 





Johnson 


Edward T. Johnson . . has joined Dozier 
Eastman & Co., Los Angeles, as an account 


executive. He formerly was an account 





ive with Willard G. Gregory & Co. 


The Griswold-Eshleman Co. . . Cleveland, 
for Toledo 


Steel Products Co., Cleveland automotive 


has hee r ointed aq ~ 
nas been appointea agency 


The Sackel Co. .. is the name of a new 
Boston Sol Sackel, 
rector of advertising, Bolta Products, Law- 
is president, and Ralph Schitt, 


former assistant 


agency. former di- 
rence, Mass., 
advertising manager at 


Bolta, is general manager. 


P. B. Willis . . 
president of Hugo Wagenseil & Associates, 


has been named vice- 
Dayton, O. agency. He formerly was ad- 
Lowe Brothers Co. 


vertising manager, 
Philadel- 
been appointed agency for 


Fidelity Tool Camden, N. J. 


Benham Advertising Agency . 
phia, has 
Supply Co., 
industrial distributor. 

Carter Advertising Agency . . Kansas 
City, Mo., 
Locke Stove Co., 


has been appointed agency for 
Kansas City, Mo. 


The Franklin Fader Co. . 
has been app 


Newark, N. J., 
ointed to handle advertising 


and public relations ibe Septic-Aide, new 


bacterial treatment for septic tanks of 
Circle Research Laboratories, Newark. 





Huntington, N. Y., 
has become Einhorn-Stern, Inc., now that 
Max Stern has joined the agency as vice- 
president in charge of industrial accounts. 


Edward Einhorn, Inc. . . 


Mr. Stern formerly was advertising direc- 
tor, Allmetal Screw Products Co., Garden 
City, N. Y. 

Rossi & Co. . . Detroit, has been appointed 
agency for Radioactive Products, Inc., De- 


troit company specializing in industrial 
uses of nuclear radiation. 
Creamer-Trowbridge Co. . . Providence, 


R. 1, hos 
Brookfield Engineering Laboratories, 
Stoughton, Mass. instrument maker. 


been appointed agency for 


Ketchum, MacLeod & Grove. . Pittsburgh, 
has been named to handle complete ad- 
vertising and public relations programs 
for Hubbard & Co. and Edwin L. Wiegand 
Co., both of Pittsburgh. The agency was 
recently appointed to handle aluminum 
screening advertising for Aluminum Co. 
of America, in addition to its other assign- 


ments with that company. 


O. S. Tyson & Co... New York, has been 
named to handle advertising and sales 
promotion for the New York and Pennsyl- 
vania Co., New York manufacturer of 


printing papers. 


Frederick C. Stakel . . has joined the Bos- 
ton office of Batten, Barton, Durstine & 
Osborn as an account group supervisor. 
He was formerly advertising manager, 


Aluminum Co. of America. 


Henry A. Loudon, Advertising . . Boston, 
has been appointed agency for Miniature 
Precision Bearings, Keene, N. H. 


- New York, will ab- 
industrial 


G. M. Basford Co. . 
sorb the present division for 
advertising of Sterling Advertising Agency, 
New York, according to a joint announce- 
ment. Paul B. Slawter, Jr., formerly with 
Sterling, has joined G. M. Basford as a 


vice-president. 


William W. Kight . . has been elected 
president, Kight Advertising, Inc., Colum- 
bus, O. He succeeds his father, the late 
W. H. Kight, who died in a plane crash. 
The younger Mr. Kight 


president of Kight Advertising since 1952. 


has been vice- 


Keller-Crescent Co. . . Evansville, Ind., 
has been named to handle advertising for 
the recently created industrial sales divi- 
sion of Seeger Refrigerator Co., also of 


Evansville. 


Fred Wittner Advertising . . New York, 





has been appointed agency for the com 
plete carbide and high speed steel tool 
service of Federal Carbide & Cutter 
Rochelle Park, N. J. 

R. J. Potts-Calkins & Holden, Inc. . . Kansas 


City, Mo., has been named to handle ad- 
vertising for Koch Supplies, also of Kan- 


sas City. 


Paul B. Morgan . . formerly with Buchen 


Co., has been appointed account executive 
of Armstrong Advertising Agency, Chicago. 


Ivan A. Horton . . former advertising and 


sales promotion manager, Morse Chain 


Div., Borg-Warner Corp., has announced 


the formation of Industrial Marketing 
Service, Detroit, an industrial sales prc 
motion organization. 

Media changes. . 

Warner 

McGraw-Hill Publishing Co. . . New York, 
has announced the following changes: 
Kenneth C. Warner, former advertising 


representative in Cleveland for Business 
Week, a McGraw-Hill 


been named associate district manager of 


publication, has 


the company’s central district, with offices 
in Cleveland. George E. Pomeroy, former 
advertising representative in Boston for 
Factory Management & Maintenance, has 
been appointed director of sales training 
for McGraw-Hill and on June 1, will also 
become manager of the classified adver- 
tising department. 

Hitchcock Publishing Co. . . Wheaton, IIl., 
has acquired Mass Transportation and the 
Mass 
formerly published by Kenfield-Davis Puk 
Co., Chicago. Claude L. Van 
publisher, and Bruce B, Howat, 


the staff of the 


annual Transportation's Directory, 
lishing 
Auken, 
editor, will continue on 


publications. 


Stan Cressey .. former account executive, 
Caldwell, Larkin & Co., has 
sales staff, Food Processing, Chicago, and 


joined the 


will make his headquarters in the New 
York offices. 


Automatic Control . . published by Reinhold 


Continued on page 164 





QUALITY Safety 

AGE Maintenance 
and 

PAID 

CIRCULATION Production 





“America’s Pioneer Magazine in its 
Field” 

Safety Maintenance & Production 

puts quality first — this is the sure, 

sound basis for building paid circu- 

lation that truly envelopes your mar- 

ket. For more than fifty years it has 


been building readership among 
men who must read SM&P because 
in its columns their problems are 


completely covered. 


Conscientiously striving for new ways 
of doing its job even better wins the 
attention of men with the broadest 
safety maintenance responsibilities. 
SM&P has this weight of influence be- 
cause it is soundly edited. It does 
not generalize it loads its ar- 
ticles with facts, with 
tables, with concrete illustrations of 
the recommends. As 
helpful and informative to the novice 


informative 


practices it 


as to the old pro . 
respected by both. 


. it is equally 


Because of this respect, advertisers 
win greater impact through SM&P. 


SM&P offers: 


¢ A completely paid circulation 
representing top purchasing 
power. 


To Advertisers 


¢ A sound and constantly grow- 
ing coverage among plant 
safety and operating offi- 
cials. 

¢ A yearly saving in per thou- 
sand rates due to an expand- 
ing paid circulation. 


Safety 


Maintenance 


and Production 





Established 1901 
ALFRED M. BEST CO., INC. 


75 Fulton Street New York 38, N. Y. 
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381 Chapters 


New Book by 


James D. Woolf 


A SELECTION OF 
THE BEST OF HIS 
““SALESENSE’’ ARTICLES 


400 pages that deal 
principally with the creative 
aspects of advertising 











Advertising Age, The National News- 
paper of Marketing, is not normally in 
the business of publishing books. But 
this book is a ‘demand performance." 
Hundreds of our readers — _ both 
agencies and advertisers — have been 
besieging us with requests for Jim 
Woolf's "Salesense" articles in book 
form as a permanent reference work. 
Handsomely-printed and lavishly _ illus- 
trated, this new volume is an exception- 
al value at $5.95 including all postage 
and handling charges. QUANTITY DIS- 
COUNTS: 5 to 10, the price is $5 each; 
11 to 25, $4.50; over 25, $4 each. Mail 
coupon below. 
Examine Salesense 
for 5 Days 
AT OUR RISK 





Advertising Age — Dept. IM4 
200 E. Illinois St., Chicago 


copies of SALESENSE IN ADVER- 
TISING. If | am not completely satisfied with the 
book (or books) after a 5 days’ examination, | 
can return the book(s) and my money will be 
refunded in full. 





] | am enclosing my check for $ 


C) Bill me later () Bill my fim 











164 / Industrial Marketing 


Media changes. . 


Publishing Corp., New York, has received 
BPA certification, with a complete audit 
statement of its circulation. 

Robert P. McEnerney . . has joined the 
eastern advertising sales staff of Marine 
Engineering and Petroleum Equipment, 
Simmons-Boardman Publishing Corp., New 
York. 

American Aviation . . Washington, D. C., 
has appointed Royal & deGuzman, New 
York, to handle its advertising. Arthur J. 
Newfield, former director of economic and 
market research, Plumbing & Heating 
Publishing Co., New York, has been ap- 
pointed to the new post of director of re- 


search for American Aviation. 


Textile World .. New York, has announced 
the following changes: Walter C. Mc- 
Mickle, former sales engineer, Westing- 
house Electric, Chattanooga, has been 
named sales representative in Chicago, 
replacing Malcolm C. MacKenzie who has 
retired. J. C. White, Jr., former representa- 
tive in Connecticut and New Jersey has 
been named New York representative, 
succeeding A. W. Fisher, who also has 
retired. Winford H. Frick, formerly in the 
sales department, Keever Starch Co., has 


been named Southeastern sales 


sentative. 


Alvin W. Knoerr .. has | 

of Engineering & 1! 

E&MJ Metal & Mineral Markets, New York. 
His former duties as managing editor will 


be assumed by George J. Lutjen, former 


Knox Bourne . . former manager, Western 


district, Construction Methods & Equip- 
ment, New York, has been named man- 
ager, Southern Pacific Div. He succeeds 
Joseph H. Allen, who has been named 


director of advertising for McGraw-Hill. 


Charles Edward Walsh . . former vice 
president, business manager and partner, 
John Mather Lupton Co., New York, has 
been appointed promotion and research 
manager of Factory Management & Main- 
tenance, New York. He succeeds Charles 
Mill, who was named a publisher in the 
McGraw-Hill International Corp. 

Mal Parks, Jr. . . former general manager, 
Parts Jobber Magazine, Chicago, has been 
named editor and publisher. 
Engineers’ Job Directory . . is the title of a 
new annual publication, published by 
Decision Inc., Cincinnati. It includes en- 


gineering job opportunities in 129 com- 


panies, and has been distributed to over 
140 engineering colleges and universities 
as well as many technical and engineer- 


ing societies. 


Warren V. Smith . . has replaced Frederick 
A. Stanley as Eastern advertising man- 
ager, Mining Engineering and the Journal 
of Metals. Mr. Stanley resigned to join the 
staff of the Penton Publishing Co. Mr. 
Smith was formerly in charge of adver- 
tising and sales promotion, Star-Kimble 
fotor Div., Miehle Printing Press & Mfg. 
Co., Bloomfield, N. J. 


James C. Cobaugh .. has been named 
sales promotion manager of Purchasing 
Magazine, Conover-Mast publication. He 
previously handled Purchasing’s circula- 
tion promotion. 
Robert M. Ogden . . formerly with Amer- 
ican Metal Market, has been appointed 
eastern advertising representative, Traffic 
World, New York. He was replaced by 
Donald R. Langer, assistant to Rudolph A. 
Langer, president and advertising sales 
manager, American Metal Market. 


Public Works . . has moved its Los 
Angeles advertising representatives’ office 
to 5478 Wilshire Blvd. 

Diesel Progress . . has moved its Chicago 
office to 30 N. La Salle St. 
Fueloil & Oil Heat New York, new 
rates effective April 15, 1955: 

Space l1-time 6-times 12-times 
1 page $360 $320 $290 
2/3 page 265 240 212 
1/2 page 218 180 165 
B. Welsley Olson . . has joined Electronic 
Design, New York, as space representa- 


tive in New England. 


Rubber Age . . has moved from 250 W. 
57th St., New York 19, to 101 W. 3lst St., 
New York 1. The new phone number is 


PEnnsylvania 6-6872. 


Aeronautical Engineering Review . . New 
York, new rates effective with the July, 
1955, issue: 

Space l-time 6-times 12-times 
1 page $325 $310 $290 
2/3 page 265 250 230 
1/2 page 200 190 170 


R. W. Garrison . . has been named mid- 
west manager for Gas Age, LP-Gas, In- 
dustrial Gas and Gas Appliance Mer- 
chandising, all publications of Moore Pub- 
lishing Co., New York. Mr. Garrison, 
former district manager of Factory Man- 
agement & Maintenance, will be located 
in Pittsburgh. G 





industrial 


April 


4-6..Southern Pine Assn. 40th 
Annual Convention & Ma- 
chinery Exposition, Munici- 
pal Auditorium, New Or- 
leans. 


13-14.. Sanitary Maintenance Show, 
Hotel New Yorker, New 
York. 


18-21..AMA National Packaging 
Exposition, International Am- 
phitheater, Chicago. 


18-21.. National Premium Buyers’ 
Exposition, Navy Pier, Chi- 
cago. 


18-24..International Food Show, 
Kingsbridge Armory, New 
York. 


28-30 .. Southeast Automotive Show, 
Lakewood Park, Atlanta, Ga. 


May 


3- 8..International Oil Exposi- 
tion, Houston Coliseum, 
Hcuston, Tex. 


4- 6..International Aviation Trade 
Show, 69th Reg. Armory, 
New York. 


9-13..National Restaurant Assn. 
Convention & Exposition, 
Navy Pier, Chicago. 


14-18.. First Foreign Trade Exposi- 
tion, Shrine Exposition Hall, 
Los Angeles. 


15-19..New York International 
Trade Fair, 69th Reg. 
Armory, New York. 


16-19..Electronic Parts Show, Con- 
rad Hilton, Chicago. 


16-19.. American Mining Congress, 
Coal Convention & Exposi- 
tion, Public Auditorium, 
Cleveland. 


16-20... National Materials Handling 
Exposition, International Am- 
phitheater, Chicago. 


shows 





NY 


23-25..Sales Aids Show, Biltmore 
Hotel, New York. 


23-26... NOMA Office Machinery and 
Equipment Exposition, Mu- 
tual Arena, Toronto, Can. 


Maritime & Industrial Ex- 
position, Broadway Pier, San 
Diego, Cal. 


Canadian International Trade 
Fair. Exhibition Park, To- 
ronto. 


.»Confectionery Industries Ex- 
hibition, Conrad Hilton, Chi- 
cago. 

.- National Plumbing & Heat- 
ing Exposition, Navy Pier, 
Chicago. 


.. American Welding Society 
Meeting and 3rd Annuai 
Welding Show, Municipal 
Auditorium, Kansas City, Mo. 

.- National Sales Executives 
Equipment Fair, Waldorf As- 
toria, New York. 


.- (tentative) . . Construction 
Industries Exposition & Home 
Show, Pan American Audi- 
torium, Los Angeles. 


. Institute of Food Technolo- 
gists - Industrial Exhibits, 
Deshler-Hilton Hotel, Colum- 
bus, O. 


.- American Water Works 
Assn., Conrad Hilton, Chi- 
cago. 


-» American Marketing Assn. 
National Conference & Ex- 
hibit, Schroeder Hotel, Mil- 
waukee. 


-» National Assn. of Building 
Owners & Managers ‘’Oper- 
ating Exhibit of Building 
Equipment & Services,’’ Neth- 
erland Plaza, Cincinnati. 


.- Industrial Finishing Exposi- 
tion, Public Auditorium, 
Cleveland. 





Your CATALOG 


bound in 
HARD COVERS 


Compliments your prod- 
ucts, adds prestige to your 
company, puts you ‘’way 
ahead of your competitors. 

Call CA 6-3415 


Write Dept. IM for your FREE COPY 
of “The Challenge to your Waste- 
paper Basket’’ | 


'BLISHERS BOOK BINDERY, INC. 


Kenneth W. James, Pres 
148 LAFAYETTE ST.. NEW YORK 13,.N.Y 














-COAL MINING-— 








ral 
com MINING 


is read by 
MEN who BUY! 


“@ Coal Mining takes your 
sales message to buyers wherever coal 
is mined. Its carefully controlled circula- 
tion, revised daily. guarantees you max- 
imum advertising contact with operating 
executives, managers and supervisors 
engaged in the production of bituminous 
and anthracite. 


it pays to advertise in 
COAL MINING 


J. O. Vinney. president, Speco, Inc., 
Cleveland paint manufacturer says: “We 
have advertised exclusively to the min- 
ing industry in Coal Mining since 1946. 
Results have been consistently good and 
our sales have increased steadily .. .” 


A-6837 


4575 Country Club Drive + Pittsburgh 36, Pa. 
Serving the coal industry since 1899 
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CLIPPING IS OUR BUSINESS! Reprints of editorial features 


pe ef I ey a ny vaguely reads = & Send for available are offered here as a special 

clips usiness, farm and consumer publi- . 

cations. Advertising managers, agencies, pub- service to IM readers. Please 
send number and name of 


~ é 

licity and public relations men, researchers and 

many others from a list of over 1,000 clients, ; i i 

regularly use Bacon’s service to keep up on article with eusct enous! & 
a “= ° ; coins, stamps or check to: The 


what goes on. Any subject you want, company 
mention, competitive ads, competitive publicitv Editor, Industrial Marketing, 200 


and research material. It’s our business to pro- 














vide complete up-to-the-minute information E. IlEnois St., Chicago. 
about your business. Write for free booklet : / : 
No. 55, “Magazine Clippings Aid Business.” | of Industrial Marketing Sorry, we can’t handle credit 






BACON'S 1955 PUBLICITY CHECKER orders under $1. We'll be happy 
Everyone who sends out publicity should ‘ i 1 ms. 
have one. Lists our 3,058 publications, feature articles to BER you ter Senger om 

each coded to show publicity used. | 

Spiral bound, fabricoid, 256 pages, 

x 942", $15.00. Sent on approval. 

















BACDN’S CLIPPING BUREAU 
343 S. Dearborn Street * Chicago 4, Illinois 
Established 1932 
















- | R251 How to Bag distributors excited about your product 
if you wish to reach the by Morris B. Rotman, February, 1955 


R250 How SIC can match media with h chee dc markets . » fast 
coal trade use | by Kenneth L. Walters, Febri 











Board chairman surprise choice as Advertising Man of Year aes: 
Yopy Chasers, including article by Walter P. Paepcke, January, 1959 


= Yy VUndse 1C! 





What do = need most to be an advertising manager? 


Rober 1, November, 1954 25¢ 










R247 Can you use —. as a gage of ad readership? 
by Howard G. Sawyer, December, 1954. 40c 





CHICAGO NEW YORK 
Manhettan Bidg. Whitehall Bidg. R246 Business paper volume to rise e¥ =. _— 000,000 in 1954 












by Angelo Venezian, December, 
for over 69 years the leading ; x 
journal of the coal industry R245 How direct mail can Ds make your ads more effective , 
by Richard E. Tirk vember, 1884 25c } 
R244 Industrial and consumer . . what's the difference . . why? 
Se Te as ee at . November, 1954. 35c 















Unusual meee. * business paper ad attracts notice to Buchanan 
19 


Novem er, 


FREE CATALOG! 


NOW AVAILABLE! 






R242 How to use charts to put over an_ re fast 
The most complete catalog of its kind ever by Harry W. Jensen, October, 1954. 40c 

published! ARTISTS’ SUPPLIES, SILK 
SCREEN AND SIGN SUPPLIES — THOU- 
SANDS OF ITEMS LISTED! Request mus? 
be on your company letterhead. R240 RCA's quality control ee 


Write to Dept. IM-4 by E. T. Jones, August 


3239 «~The gales engineer is gg * wy if he doesn't use ads 


THE OHIO ART MATERIALS CO. ree tae oe 






R241 A portfolio of award- -winning industrial advertising campaigns 
September, 1954. 75c 









2174 E. 9th St Cleveland 15, Ohio 























R238 Agencies break record in 1953, place 506.777 pages in business papers 
as April, 1954. 40¢ 





R239. How to prepare your industrial catalog 


Case Histories by R. —~ from a series in the September, October, November and December, 1953 


issues. 


on products in use 
R234 Before and after .. what have we learned from Readex? 







| Photographic and reporting by Howard G. Sawyer, December, 1953. 50c 
| assignments covered throughout | 
phone North and South America | 233  Best-read industrial ads . . photos outpull drawings 
MArket 2-3966 for advertising, editorial or | November, 1953. 250 
or write research purposes 


| R229. Which ad attracted more readers? 


sicxues /hola-Kepotl SERVICE A selection of Starch scored ads from Industrial Marketing's monthly feature. $1.00 


38 PARK PLACE * NEWARK 2, NEW JERSEY | R228 Sales promotion ideas 
A selection from Industrial Marketing's monthly department. 75c 








arcing at <4, ~ R226 You are now entering the industrial merchandising eral 
by G. D. Crain, Jr., May, 1953. 25c i 
See Market Data Book 


Page !7 for information 
on monthly competitive 


/ : r |- 2 Oa , R223. How industrial advertising paid off 
C verlisers ¢ a a An NIAA study of 17 case histories, June 1951-Dec. 1952. 50c 


R222 How to know when to use manufacturers’ agents 
by Thomas A. Staudt, Oct., 1952. 50c 


| R225 What 641 leading advertisers spend in business papers 
| May, 1953. 50c 


Pt OO A 


ROUTE NO. 2 CHESTERTON, INDIANA 





R218 Eight advertisers tell results from external publications t 
i A aoe : by John B. Mannion, July, 1952. 25c 























R203. A guide to better publicity 
| { For all the Facts on Indus- by members of the Industrial Publicity Association, New York. 75c¢ 
trial and Trade Market Data 
: R175 How to measure results of industrial advertising 
LOOK in | by William A. Marsteller, May, 1949. 25c ‘ 
Industrial Marketing’s 1955 = ; ; 
| R161 e went to four-color inserts on a cut budget 

MARKET DATA & | by Clifford Stubbs, June, 1948. 25c. 

DIRECTORY NUMBER | R145 How can I find what type to use? 4 
ESTEE by A. Raymond Hopper, April. 1948. 25c , 
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Index to Advertisers 





*Advertisers’ Research Service .. 166 

*Advertising Age 

*Air Conditioning Heating and 
Ventilating 

Alves Photo Service, Inc. ...... 

*American Artisan 

*American Aviation 

*American Ceramic Society 

*American Chemical Society, 
The 

*American City, The 

American Institute of Mining and 
Metallurgical Engineers 

*American Machinist 

American Metal Market 

*American Society of Civil Engi- 
neers, The 

*American Society of Mechanical 
Engineers 

*American Society of Tool Engi- 
neers, The .. Insert Between 32-33 
American Telephone & Telegraph 
Co. 

*Annual Meat Packers Guide .... 

*Appliance Manufacturer 

Applied Hydraulics 

*A.S.M.E. Mechanical Catalog and 
Directory 

Associated Business Publications, 
The 44-45 

*Associated Construction Publica- 
tions 

Automation 

*Aviation Week 


*Bacon’s Clipping Bureau 
*Best Company, Inc., Alfred M. . 
Black Diamond 
*Breskin Publications 
*Brick & Clay Record 
*Building Supply News 
Burkhardt Co., The 
Business Newspapers Association 
of Canada 
Business Week 
Insert Between 104-105 


Canadian Industrial Equipment 
News 
*Case-Shepperd-Mann Publishing 
Corporation 
*Ceramic Bulletin 
*Chase Publications, Dana 
*Chemical & Engineering News . 
*Chemical Engineering 
*Chemical Engineering Catalog .. 
*Chemical Engineering Progress . 
*Chemical Materials Catalog .... 
Chemical Processing 
*Chemical Week 
*Chicago Thrift-Etching Corp. .. 160 
*Chilton Publications 108-109 
*Civil Engineering 89 
Coal Age 
Coal Mining 
Commercial Refrigeration & Air 
Conditioning 
*Conover-Mast Publications, Inc. 
48-49, Facing Page 105, 145, 4th Cover 
*Conover-Mast Purchasing Direc- 
tory Facing Page 105 
*Construction 26-27 
*Construction Bulletin 
*Construction Digest 
Construction Equipment . 4th Cover 
*Construction News Monthly .... 


*Constructioneer 
*Consulting Engineer 
Control Engineering 


*Daily Journal of Commerce .... 
Da-Lite Screen Co., Inc. ........ 
Decision, Inc. 

*Dixie Contractor, The 

yp ee 

*Domestic Engineering 
Dun’s Review and Modern 
Industry 


*Electric Light & Power 
Electrical Manufacturing 


*Factory Management & 
Maintenance 


Flow’s Material Handling 
Illustrated 

Food Business 

*Food Engineering 

Food Processing 


Gage Publishing Co. ......... 34-35 
*Gardner Publications, Inc. ...... 
*Gas 

Grimm & Craigle 

Grinding and Finishing 
*Gulf Publishing Co. ............ 149 


*Haywood Publishing Co. .. 

*Heating, Piping & Air 
Conditioning 

*Heinn Company, The 

*Hitchcock Publishing Co. .... 


10, 74-75 


*Industrial Equipment News .... 
*Industrial Heating 
*Industrial Maintenance and Plant 
Operation 
*Industrial Marketing 
Industrial Packaging 
*Industrial Press, The 
*Industrial Publications, Inc. 
Industrial Publishing Group, The 2 
*Industry and Power Publications 137 
Industry & Welding 
*Institute of Radio Engineers, 
Inc., The 
Interstate Photographers 
*Iron Age 
*Tron & Steel Engineer 
Ivel Corporation 


*Jenkins Publications, Inc. ...... 17 
Journal of the American Concrete 
Institute 


*Keeney Publishing Co. ...... 
Lumberman, The 


*Machinery 
*Maclean-Hunter Publ. Corp. ... 
*MacRae’s Blue Book 
*Maintenance Publishing Co. .... 151 
*Marine Engineering 
Marsteller, Rickard, Gebhardt and 
56 cack ese com's alecars 125 
*McGraw-Hill Publishing Co., Inc. 
2nd Cover, 14-15, 36-37, 90-91, 95-97, 
103, Insert Between 104-105, 114-115, 
118-119, 121, 131, 147, 3rd Cover 
*Mechanical Engineering 62 
Meyercord Company, The 
*Michigan Contractor & Builder 26-27 
*Mid-West Contractor 
*Mill & Factory 
Miller Freeman Publications .... 
Mining Engineering 


*Mississippi Valley Contractor .. 
*Modern Machine Shop 
*Modern Packaging 

*Modern Plastics 

*Modern Railroads 


National Business Publications, 
Inc. 

National Industrial Adv. Ass’n. . 

*National Provisioner, The 

*New England Construction .... 2 
New Equipment Digest 
Newsweek 


Occupational Hazards 

Ohio Art Materials Co., The .... 
Oil and Gas Equipment .... 
Oil and Gas Journal, The 

*Oil Forum, The 


Petroleo Interamericano 

*Petroleum Processing 
Petroleum Publishing Company, 
en, oa 32 
Petroleum Week 

*Pit and Quarry 

*Plant Engineering 

*Plumbing & Heating Business .. 

*Power 3rd Cover 
Precision Metal Molding 

*Proceedings of the I.R.E. ...... 
Products Finishing 

Publishers Book Bindery, Inc. .. 
Purchasing 

Putman Publishing Co. ....... 


*Railway Age 
*Refinery Catalog, The 
*Reinhold Publishing Corp. ...... 
30-31, 58, 59 

Relyea Publishing Company .... 19 
Reply-O Products Co., The .... 16 
Research and Engineering 19 
*Rock Products 
*Rocky Mountain Construction . 26-27 
*Safety Maintenance and 

Production 
*Saturday Evening Post, The .... 83 
Sickles Photo-Reporting Service . 166 
*Simmons-Boardman Pub. 

er a his aa 54-55, 73 
*Smith, Inc., Harry W........... 56 
*Smith Publishing Co., W.R.C. .. 13 
*Southwest Builder & Contractor 26-27 
Steel 
*Sweet’s Catalog Service 


*Technical Publishing Co. .... 122-123 
*Telephone Engineer Publishing 
Corporation 

*Texas Contractor 
*Textile Industries 
*Thomas Publishing Co. ...... 
*Thomas Register 
OS ee re 
*Tool Engineer, The 

Insert Between 32-33 


*Vance Publishing Corp. ........ 
po Se er 


Waldie and Briggs Inc. ........ 
*Wall Street Journal 

*Water Works Engineering 
Welding Illustrated 

*Western Builder 

*Wood and Wood Products 


*For detailed reference data see The Annual Market Data and Directory Number 
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Gales Costs 


WITH 


“KEY PROSPECT” 
ee 


Consult 


WALDIE 


and 


BRIGGS 


inc. 


Advertising 
Est. 1922 


221 N. La Salle St. « Chicago 
FRanklin 2-8422 





1926 


BUFFALO 
FORGE 


RAN THEIR FIRST ADVERTISEMENT 
IN BRICK & CLAY RECORD 


Today, 29 years 

later, Buffalo Forge Com- 
pany, Buffalo, N. Y. is still a 
“satished customer” using 
BRICK & CLAY RECORD’s 
pages to carry its sales messages 
to this specialized market. 


The long list of (B&CR’s) long-time 
advertisers is the best evidence that 
both media and market have “meas- 
ured up” through the years. Booming 
and buying today as never before, this 
sales-sensational market can spark 
your sales curve to new highs. 


Write for com- 
plete New NIAA 
analysis cf this 
booming market. 


————————— 


Brick ¢ Clay 
feed” 


Brick & Clay Record 


5 SOUTH WABASH AVE., CHICAGO 3, ILLINOIS 
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Which ad 
attracted 
more readers? 


® THE Fafnir Bearing ad using a 
diagram attracted more readers. 
Fafnir demonstrated a specific use 
of the product with a diagram and 
photo illustration and explained the 
diagram in the copy. The headline 
told what the Fafnir Bearing can 


| do for the worm gear. More than one 


| out of every four 


readers saw the 


ad. About 8% of readers read most 


| of the copy. 


The Norma-Hoffmann ad had a 


favorable response, i.e., it was read 


| Fafnir 


Seen- 
Noted 


Assoc. 


Below is 
the answer 
to the problem 


on page 72 


as well as most bearing advertise- 
ments are. One out of ten readers 
noticed the ad, and 3% read most 
of the copy. 

Since the Norma-Hoffmann ad 
did an average job, it would appear 
that the Fafnir ad did an excellent 
job of attracting readers, probably 
because it demonstrated the appli- 
cation of the product to a particular 
problem. 

The scores, reported by Daniel 
Starch & Staff, Mamaroneck, N. Y.: 


| Norma-Hoffmann 


Seen- 
Assoc. 


Read 
Most 


Read | 


Most | Noted 





% of Readers 


Cost Rati 


oO Noted denotes the percentage of 
readers who, when interviewed, said they 
remembered having seen an ad—whether 
or not they associated the ad with the 


| name of the product or advertiser. 


| © Seen-Associated denotes the per 
| cent of readers who said they remembered 


seeing the ad and associated it with the 
| name of the product or advertiser. 


@ Read Most denotes the per cent of 


11% 
108 


3% 





readers who read 50% or more of the 


copy. 


Cost Ratio tells the relationship between 
the cost per hundred readers (who “noted,” 
for example) for a specific ad and the 
corresponding median average cost for 
all the ads in the same issue. A “Noted” 
cost ratio of 175, for example, would mean 
that the ad “stopped” 75% more readers 
per dollar than par for the issue, par being 
100 and representing the median average 
cost. Thus a cost ratio above 100 is above 
100 is below average. 


average; below 





| Proof of ads’ effectiveness 
| to be taught in Boston 


™ BOSTON .. The Technical Adver- 


| tising Association’s second annual 
| industrial advertising clinic will be 
| held in Boston April 12. Theme of 


| the meeting will be 


“Proving Ad- 


| vertising Effectiveness.” 


| 


| 


Eight speakers or panel members, 
including top admen from manufac- 
turing companies, as well as agency 


men and distributors, will develop 
that theme. 


Dunlevy names NIAA monthly 
.. it’s "Briefings’ 

™ MONTREAL . . Robert Dunlevy of 
McKim Advertising, Montreal, has 
won the international “naming” con- 
test to find a name for the National 
Industrial Advertising Association’s 
monthly publication. Mr. Dunlevy’s 
winning title: “Briefings.” 





onan ome 


Power's Modern Plant \ssue (published each year 


in mid-September) is the only reference for some 


of the most important information your customers 
use all year. Two departments: the Modern Plant 
Survey and the Directory for Modernization hold 
widely used figures available from no other source. 

We can tell you other good reasons why your 
sales story in the pages of the Modern Plant Issue 
is hard working and long lasting. 

If you schedule this issue now you will be 
assuring yourself of one of the top media values 


in power-field advertising . . . and 


IF YOU WANT TO MOVE A edt aan IT 
McGRAW-HILL 
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How CONSTRUCTION EQUIPMENT closes the gap 
between advertising and sales 


CONSTRUCTION EQUIPMENT concentrates on your best 
customers and prospects—the men who buy and use 
construction equipment and materials. Both circula- 
tion method and editorial content are focused on 
this select group. That’s why your advertising in 
CONSTRUCTION EQUIPMENT stimulates direct action 
from these men who place the orders. 


CONSTRUCTION EQUIPMENT’s unique circulation meth- 
od gives you the best coverage of buying influences 
in the fast-moving construction market. Here’s how 
it works. Over 1,000 field salesmen of construction 
machinery and supplies, representing over 104 major 
distributors, personally identify the buying influences 
to receive copies of CONSTRUCTION EQUIPMENT each 
month. This unique Conover-Mast Franchise Circu- 
lation Method operates at the local level to hand-pick 
the proved buying influences. 


CONSTRUCTION EQUIPMENT’s editorial service pro- 
vides fully illustrated, tightly documented application 





information—an ideal climate for your advertising. 


Result—you reach more buyers and get more buy- 
ing action when you advertise in CONSTRUCTION 
EQUIPMENT. 


The Equipment Application Magazine 


Construction 
Equipment 


205 East 42nd Street 
New York 17, N. Y. 


NB P) 


A CONOVER-MAST PUBLICATION 





EPA 





